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THE DISPLAY SENSATION 


“MULTI-USE” 


GLASS 


DISPLAYERS 


and TOPPERS 


The wide acceptance of these new and 
practical display units is proof that they 
provide a new display technique for the 
display of varied types of merchandise. 


id 
Smart, Distinctive, Definitely New! 


"MULTI-USE" displayers are made of clear, flat glass, bent 
at perfect right angles by a patented process, and come in 
a range of sizes to meet the needs of various kinds of mer- 
chandise. They make possible the creation of many new 


and novel display treatments. 


The toppers are made of polished plate glass, with all edges 
polished, and are available in triangles, quarter circles and 
complete circles. An assortment of "MULTI-USE" displayers 
and toppers will afford a wide range of uses and effects 
for show windows, show cases and ledge trims. 





(Process Patented No. 2,024,775) 
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ORDER “MULTI-USE” NOW! 
“MULTI-USE GLASS TOPPERS 


Clear Mirrors 
No. 625 T .. Triangles $0.65 Ea. $0.95 Ea. 
No. 825 T Triangles .90 Ea. 1.30 Ea. 
No. 1025 T Triangles 1.30 Ea. 1.80 Ea. 
No. 1125 T Triangles 1.40 Ea. 1.90 Ea. 
No. 625 QC Quarter circles .75 Ea. 1.00 Ea. 
No. 825 QC ..Quarter circles 1.00 Ea. 1.40 Ea. 
No. 1025 QC Quarter circles 1.50 Ea. 2.00 Ea. 
No. 1125 QC Quarter circles 1.60 Ea. 2.25 Ea. 
No. 12 C Complete circles 1.40 Ea. 1.90 Ea. 
No. 16 C Complete circles 2.00 Ea. 2.85 Ea. 
No. 20 C Complete circles 3.60 Ea. 4.25 Ea. 

Indicate mirrors by adding letter M after unit numbers. 
No. 625 for 6” legs—No. 825 for 8’ " legs- No. 1025 for 10” legs—No. 1125 for 
11” legs—No. 12 C circle for 6” or 8” legs—No. 16 C for 8” or 
10” legs—No, 20 C for 11” legs or smaller. 
“MULTI-USE“’ DISPLAYERS 

Mirrored Mirrored 

Cleat Inside Outside 
No. 608 & 610 $24.00 Doz. $32.00 Doz. $38.00 Doz. 
No. 808 & 810 30.00 Doz. 38.00 Doz. 44.00 Doz. 
No. 1208 & 1210 36.09 Doz. 48.00 Doz. 54.00 Dox. 
No. 1610 & I6ll 42.00 Doz. 56.00 Doz. 62.00 Doz. 
(Assorted sizes in dozen lots, no extra charge. All orders F.O.B, Cincinnat 

Indicate mirrored inside by adding letter M after unit numbers; 

mirrored outside by letters MO. 
Maximum time required for shipments in quantities is one week on cle 
glass and two weeks on mirrors. Small orders very prompt shipme 


Some Desirable Jobber Territories Open 


J. E. BARRON 


and ASSOCIATES 


534 VINE STREET ‘Tel. PA.0502, »3=9CINCINNATI, OHIO 
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1] STORES FROM COAST T0 COAST ARE REMODELING 
_| THEIR WINDOWS AND INTERIORS WITH NEW 


GENUINE SraycTURAL BEN DS ORIGINAL 


rome NOW! In 8 ft. and 
12 ft. LENGTHS 


Any height... any shape . . . any size area can economically 













be treated with Genuine Structural Bends . . . Now in 8 foot 
and 12 foot lengths! 18 basic shapes carried in stock. Genuine 
Structural Bends enable you to do smooth modern construction 
of most any type at lowest cost. With the new 12 foot lengths, 


additional height, if required, can be obtained with a mini- 








mum of construction. Genuine Structural Bends are practical 


. flexible ... easy to cut... construct... finish and install. 





Just off the press . . . Big, colorful 20 
page Genuine Structural Bend catalog . . . 
shows all Bends . . . suggested treatments 
. many actual installations . . . and 

P : : : construction details. 
BEFORE and AFTER view of elevators modernized with Genuine Structural Bends for 
the Bry-Block Company, Memphis, Tennessee. Total cost of Genuine Structural Also 8-page illustrated Modern Decorative 
Plaque brochure shows more than 2 dozen 





Bends, approximately $67.75 . . . Genuine Structural Bends are designed to meet beautiful WIS carved pleques . . . sve- 
the requirements of modern construction for store interior backgrounds, equipment gested uses. 
and display . . . for new construction . . . for remodeling. Time tested . . . durable 

. modern . . . extremely practical . . . affording almost unlimited opportunities WwW R it E T °o DAY! 
for creating outstanding effects . . . at new low cost. 








NEWEST AND MOST EFFECTIVE WINDOW VALANCES POSSIBLE AT THE LOWEST COST! 








One of the series of windows installed by Maurice L. Rothschild & Co., Genuine Structural Bends were used in creat- Rank & Motteram Co., Jewelers, Milwaukee, with the use of only 12 
on one of America's busiest corners, State and Jackson, Chicago. Here, i z i 1-24 Bends for backgrounds and 2 1-48 Bends for valance treatment 
ing this modern fashion display background : : 

created these two very smart window settings—Total cost of Genuine 


Structural Bends only $40.10 unfinished. 


Genuine Structural Bends provided for smartly designed and inex- 


pensive valance, background and illuminated shadow-box treatment. and window valance for McCurdy's, Rochester. 
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194 OUR NEXT ISSUE THE COVER 


“Good displays mean lots of work, real ideas, The January issue of DISPLAY WORLD needs no Laszlo Gabor, display director for Kaufmann 

irrel-shooting accuracy in adapting display introduction. For the nineteenth consecutive year Department Stores, Pittsburgh, Pa., produces 
_— 9 both detail it will take the form of a Display Review and Fore- 74 A tin Papi ny ‘ 
to product, and no end of bothersome de ail, cast, with apartenl stetematte’ by tenting sateliens, inter sports set ings with remarkable fidelity 
In return they bear some of the best rewards in dipleymon, edvertisers, ond edveriicing egency ex- to nature. The cover illustration is an example, 
business. ‘We have a longer check list of do's ocutives—statements you will want to, and should, with three mannequins disporting themselves on 
and don'ts for display work than for our gen- read and study. In addition, the usual features will ice," while a somewhat stylized background 
eral advertising."—George Morisson, advertis- of course appear—in an improved type-dress which shows snowy slopes and scattered pine trees 
ing manager, Internationa! Silver Company, we believe will make DISPLAY WORLD still more The snow in the display is of corn flakes, while 
Meriden, Conn. attractive. the ice is dark mirror glass. 
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The Holiday Windows 
Of Los Angeles 


Well, how that year did fly by! Holidays 
that seem so far apart, when we're looking 
forward to them, come piling up in a twin- 
kling of Santa Claus’ eye. It is hard to be- 
lieve that “Merry Christmas” is the byword 
once again. But the all-important day has 
nearly arrived, for the 1941st time, and still 
as youthful as ever. a 

What miraculous transformations Christ- 
Southern Californians are gift 
their Thanksgiving 
has digested. Night life succumbs 
to the drawing room where presents are 
wrapped and parties planned. Homes are 
garlanded with wreaths and shimmering tin- 
sel. Even the air is charged with mystery 


mas brings! 


shopping 
turkey 


even before 


and the joyousness of it all. 

The merchants of Los Angeles joined in 
the holiday spirit by sponsoring a gay and 
exciting Christmas pageant, and their ef- 
forts were rewarded by the thousands of 
happy, spending people that jammed the 
market places. The pageant began with a 
score of bands marching down Broadway. 
The bands were followed by clowns and 
mummers until finally Santa Claus arrived 
in his rocket ship. Santa had a court of 
which reigned the California 
The purpose of this pageant 
was to bring the people downtown to see 
the beautiful street decorations and mag- 
The displays were 


girls over 
“Sun Goddess.” 


nificent window displays. 
all unveiled simultaneously with a flourish 
of trumpets. 

Christmas was the principal display theme, 
with Palm Springs and snow following close 








By HERB CROSS 
"Dick'’ Whittington, Los Angeles 


behind. The Christmas windows were very 
pretentious, combining comical animation 
with drama, Santa Claus and biblical scenes, 
both essential to make a Christmas story 
complete, were honored in the showings. As 
winter time is also desert time in Southern 
California, that big little resort town, Palm 
Springs, was of considerable display impor- 


tance. The night-into-day attitude of the 


desert devotees was aptly exemplified for the 
shoppers. The ski 


window slides of the 


Sierra Nevadas beckoned the followers 
the great outdoors from adjoining window, 
One of the most widely acclaimed Christ 
mas presentations was from Bullock’s, and 
was designed by Display Manager L. | 
Portia. The theme of the window was Walt 
Disney’s new animal character, Bambi 
(First photograph.) Bambi, the deer, and 
his innumerable animal friends play and 
frolic among Santa Claus’ toys in the dis 
play. The feature of this showing was the 











splendid animation. Twenty-four individual 
characters jumped and wiggled by means of 
intricate mechanisms. In the center of the 
window was a papier mache igloo in which 
the display characters animated well-known 
Christmas stories and poetry. An example 
of the animation was Mickey Mouse, who 
was stirring a kettle with the descrip- 
tion, “Not a creature was stirring except 
Mickey Mouse.” Outside the igloo, Santa 
Claus led an orchestra and trio of animals 
in Yuletide carols. The entire window had 
a frosty appearance. Pine trees were snow 
covered. The background and ceiling were 
like ice caverns with glass icicles suspended 
from them. In the foreground, the story 
of Bambi was poetically inscribed on a deli 
cate metallic paper. Portia had another se 
ries of Christmas windows in which mam 
moth cellophane Christmas tree ornaments 
were used. Mannequins and merchandis: 
were displayed from within these transpat 
ent balls. 
J. Roy Stewart of Barker Brothers wish¢ 


—Above, by L. J. Portia, Bullock's. . . . Left, 

by J. Roy Stewart, Barker Brothers. . (All 

photographs by "Dick'’ Whittington, Los 
Angeles— 
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—Top, by Harvey Pettit, J. W. Robinson Com- 

pany. . . . Second illustration is of another 

Robinson display. . . . Lower center, by Carl 

W. Ahlroth, The May Company-Downtown. ... 

Below, by Stuart Raymond, The Broadway- 
Downtown— 


the shoppers a “Merry Christmas” with a 
colorful merry-go-round window. The 
brightly painted amusement was constructed 
of cardboard and had many ornate attach- 
ments. Polished metallic surfaces reflected 
the light and color, and streamers and toys 
were clinging to the structure. Two beauti- 
fully designed Arabian steeds made _ the 
carousel complete. The illumination in this 
showing was another feature; red and blue 
lights, only, were used. The window is pic- 
tured in the second illustration. 

A corner toy window was a Christmas fea- 
ture at the J. W. Robinson Company. Walt 
Disney’s famous elephant, Dumbo, was the 
theme of this showing, as seen at the top 
of this page. Many compliments were be- 
stowed upon Harvey Pettit, display manager, 
for the work involved in this display. The 
comic characters were intricately designed 
and painted in gay colors. A comical, dilapi- 
dated, broken-down steam engine named 
“Casey Junior” pulled a load of flat cars 
coupled together with a pair of clasped 
hands. Dumbo, the circus elephant, stood 
on one flat car with his enormous ears 
weighting him down. 

Another Pettit corner window at Robin- 
sons struck the Christmas theme from a dif- 
ferent angle and was also very effective. 
The scene was the Nativity with the Christ- 
child asleep in a manger, surrounded by 
shepherds, cherubs, and gentle barnyard 
animals. The figures were made of plaster 
and were flocked to give a soft, velvety 
appearance. To give an idea of the minute 
detail in this window we mention that a 
tiny neon tube formed a halo around the 
Child’s head. The illumination of evening 
blue varied in intensity and gave an air of 
quiet reverence to the scene. In the sky 
above the manger glowed the only white 
light in the window ... the star of Bethle- 
hem. 

There was never a dull moment at the 
May Company-Downtown, as one Santa 
Claus window brought forth a steady flow ot 
laughs and comments from the shoppers. 
The window illustrated here shows Santa 
standing among a mass of toys in a living 
room setting. Just Santa alone in such a 
setting would have been sufficient, but Dis- 
play Manager Carl W. Ahlroth wanted ani- 
mation; consequently Santa waves his arms 
and shakes his stomach like the proverbial 
bowl full of jelly. This movement is syn- 
chronized with his mouth which gives forth 
an uproarious laughter that is broadcast to 
the watchers on the street. A _ beautifully 
decorated Christmas tree and realistic fire- 
place added hominess to this display. 

A “Toy Heaven” for good boys and girls 
was the theme for the illustrated Christmas 
window from the Broadway-Downtown. In 
this display Santa Claus is in “heaven” sur- 
rounded by a myriad of toys. In order to 
have a celestial appearance for Santa, Dis- 
play Manager Stuart Raymond added a sky 
full of clouds and stars. The window cap- 
tion read, “Dolls ascend to toy heaven to 
make every Christmas dream come true.” 
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New York. Gift=-Wrapped 


No New York displayman has contented 
himself with merely ribbon 
around everything in sight, as the spectacu- 
lar display at Franklin Simon’s (James Gos- 
ling, display director) will convince anyone. 


tying a_ red 


It has been elaborated on by the daily press 
so adequately as to make any detailed com- 
ment here unnecessary. 

Bloomingdale Brothers (Joseph Dultz, dis- 
play director) has staged its own private 
circus, employing store fronts as entrances 
to their big top. The main tent (a corner 
window representative of the general treat- 
ment) is devoted to the town’s and Disney’s 
newest darling, Dumbo. The window 1s 
canopied in red and white striped tenting 
and the star performer's name is lettered 
thereon. Supporting the big top is a center 
pole from which monkeys perform monkey- 
Occupying the bulk of attention is 
Dumbo, himself. In 
He is seemingly, however, of papier 


shines. 
the star attraction: 
person! 
mache and rubber composition construction 
with his famous ears completely flexible. A 
miniature Mickey astride him tantalizes with 
a bag of elephants’ delight. The arena holds 
two other rings, decorated with stars. Per- 
forming in each is a clown; in the nearest 
one, a hot bassoonist (the instrument is an 
old-fashioned stove and pipe) who “beats it 
out” on a drum with his educated toes. His 
accompanist is another laugh-provoker, as 
is the circus calliope he plays. Its pipes are 
treated to resemble a Gay Nineties sextette 
and the instrument is set on a flatcar tem 
derailed. The artist plays tradi- 
tional tunes as anyone whose ears serve him 


porarily 


in good stead can hear, since his music is 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


piped to the street. His flexibility is not 
confined to his arms, head and hands but to 
oddly-behaved coattails as well. 

The tent interior is gaily decorated with 
green polka-dot on white sateen with swags 
of the same material decorating the stands 
which bank the stage. A toy audience in a 
vide range seemed fascinated by the goings- 
on, as are the great crowds of spectators 
whom Bloomingdale invites one and all to 
the toy town. 

Warning that “Santa’s at work” by hang- 
ing a gold pine wreath, with carved wooden 
fruits in place of berries, together with a 
sign which carried the caution and a red 








road lantern hung in front of closed drapes 
W. & J. Sloane sustained the element « 

surprise by which, in due course, New York 
ers have been taken. Reproducing a Vi 
torian interior with walls papered with 

bold scroll design in deep maroon, and fut 
niture of the baroque type mixed success 
fully with modern overstuffed pieces, thi 
store broke with tradition and set life-siz 
figures in the settings. They were made ot 
papier mache and were “frozen” in acts char 
acteristic of the period in each window. In 
the one reproduced on page 6, a family group 
is shown with the lady of the house seated 
on a couch, restraining the youngest mem 





ber of the family from annoying father too 
greatly. The latter may be seen standing 
behind the couch calmly smoking his long 
pipe and haughtily observing the antics of 
the heiress who at that moment is teasing 
the cat. The figures have been authentically 
dressed and painted in water color to simu 
late fabrics very effectively. The tradi- 
tional tree has been imaginatively orna 
mented with garlands of lace doilies, gold 
fans, peppermint canes and other Victorian 
embellishments. Gifts were packaged in 
doilies and Victorian charm, 
which the entire series exuded. 

While all New York Christmas exteriors 
represent thought and_ loving 
care, it is not amiss to consider an interio1 
(Pictured on 
page 7.) Oppenheim Collins (Display Direc 
tor, Robert Pinchenot) created striking ledge 
displays which were related to shadow-box 
displays above the counters. Angelic motifs 
The figures were 
paper constructed, large doilies being used 


symbols of 


exhaustive 


treatment which is notable. 


were used in both cases. 


—Upper left, by Dana O'Clare, Lord & Taylor. 

. . . Above, by Robert Riley, Bergdorf Good- 

man. ... Left, by W. & J. Sloane... . All 

photographs by courtesy of Virginia Roehl Stu- 
dios, New York City)— 
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—Right, by Robert Pinchenot, Oppenheim Col- 

lins. . . . Center, by Irving Eldredge, R. H. 

Macy & Co. ... Below, by John Rosenberg, 
Abraham & Strauss— 


1 cuffng and skirting and relief stars in 
eold and medallions of metallic papers in 
decorative fashion; their paper curls were 
topped by a five-pointed crown embellished 
vith small gold balls. They carried either a 
gold trumpet or a lute and banked a tree 
made of pine roping ornamented with pastel 
colored Christmas balls. Gaily packaged 
gifts were spilled at the tree base and the 
entire unit was spotlighted from below. 

Merchandise with gift allure of course 
benefits mostly from Christmas budgets but 
Macy's (Irving Eldredge, display director) 
has not treated any of its departments as 
step-sisters. Witness its fabric floor where 
is installed a Christmas Bazaar of Fabrics, 
as shown on page 7. A section has been en- 





closed with counters which have been cov- reproduced on page 6, showing the effects of 
too much Christmas on a trio of “small 
fry.” Their bedroom is shown with a cano 
pied four poster bed. Its occupants, with 
their hair in curlers, sleep blisstully in a 
stage of deshabillement while creatures of 
childhood faney, including Jimminy Cricket 
cavort on, above and around them, not even 
disturbing the kitten curled at their feet 
Favorite toys and garments lazily discarded 
are strewn at the toot of the bed and on the 
covered chair. All windows were frosted, 
leaving openings large enough for spectators 
to observe the scenes sure to be lived in 
millions of homes come Christmas day 
Paper sculpture has fast become a popular 
display medium and an excellent example 
was on view in two Fifth avenue Bergdort 
(goodman (Robert Riley, display director) 
windows. (Page 6.) They were bordered 
by a tree treize of white paper with maple 
leaves and silver glitter snowflakes Phe 
central unit was a circular tiered platform 
covered in emerald green satin. On it was 
set a dominant figure, sculptured in pape 
Phe one herein reproduced is shown playing 
Nan a stringed instrument and his robe of pale 





green and maroon is enriched with = silver 
ered with gold and white striped paper, the ORE On Pape we 
colors being used throughout. At various 
points along the counters, mannequins have 
been used for the display of Christmas sug- 
gestions employing the fabrics on sale. The 
pivotal display is a family grouping with the 
modern mother seated on a ledge which 
holds a Christmas tree and colorful giit 
packages. The area is “fenced” by wooden 
discs painted white and joined by strips ot 
wood roping painted gold. The mannequins 
trom dad on down wear gift suggestions and 
hold sprays of balsam and pine cones. 
Lighted from swivel spotlights located in 





the ceiling, the display brightens a section 
not often so fortunate. The decorative motif 
employed was the store symbol, a red star, 
cleverly worked to resemble the Great Myth 
himself. 

Having enjoyed a striking success with its 
Christmas bell windows in recent years, 
Lord & Taylor (Display Director Dana 
(Clare) has repeated the memorable ‘“fam- 





ily” windows which last year won great ac 
claim. They depict the various stages of 
holiday excitement from the night before 
through the Great Day. “And to all a good 
f night,” captioning this vear’s newcomer, is 
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How Life Uses Display 
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Climaxing five years of successful poin 
of-sale display tie-ups with Life advertising 
more than 13,000 food, clothing, drug, radi: 
electrical appliance, jewelry and other dea! 
ers throughout the United States are cu: 
rently participating in a special Christmas 
merchandising plan aimed at selling mor 
Life-advertised products during the year 
peak selling season, according to H. For 
Perine, merchandising director of the publi 
cation. 

Beginning with department stores in 1937 
and enlisting the cooperation of super mar 
kets in 1940, Life’s merchandising depart 
ment has for the past five years directed spe 
cially designed display and point-of-sale ma 
terial to mass retailing outlets in an in 
creasing volume and with mounting success 
This year’s Christmas dealer promotion is 
based on the highly satisfactory merchandis 
ing plan of the 1940 holiday season and is 
moulded not only to help Life representatives 
on the sales staffs of more than 300 depart 
ment stores and more than 2,000 super mar- 
kets but to assist thousands of other retail 
merchants in key trades. 

Spearhead of Life’s “bundle for dealers” 
this Yuletide is an appropriate display card 
with a twofold purpose. Front of the panel 
holds a reproduction of a Life pre-Christmas 
advertisement. Reverse side of the card 
bears those “sales pointers” best suited to 
successful selling of the product. Not only 
is this special feature new to Life’s merchan- 
dising scope, but it is designed to help re- 
tailers with their Christmas selling problems 
in view of: (1) difficulty of hiring trained 
temporary help; (2) dearth of certain con 
sumer goods, and (3) the crowds of anxious 
shoppers at this season of the year. 

Sales clerks throughout the land will be 
helped in their selling of Life-advertised 
merchandise this Christmas by the “sales 
pointers” for these products: B. V. D. holi- 
day pajamas, Early American old spice, G-E 
Mazda Christmas tree lamps, G-E exposure 
meter, Lionknit Sno caps, Rumpp leather: 
gifts, National Biscuit 100 per cent bran, 
White Rock sparkling mineral water, Bor- 
den’s None Such mince meat, Columbia Mas- 
terworks records, Yardley gifts, General 
Electric automatic blanket, Vanity Fait 
slips, Vitalis, Sal Hepatica, Forstmann wool- 
ens, Manhattan shirts, Castle films, Buxton 
billfolds, Ipana tooth paste, Toushay, Swank 
jewelry, Coty cosmetics, Farberware coffee 
robot and broiler robot, Lionel trains, Arrow 
shirts, Arrow ties, Vaseline hair tonic, 
Shaeffer pens, General Electric radios, Co- 
lumbia bicycles, Williams Aqua Velva, Wil- 
liams glider, Williams shaving cream, Tex- 
cel cellophane giftape, Alligator raincoats, 
Sparklet syphons and bulbs, Prince Gardner 
billfolds, Kodak Super XX film, Kodak veri- 
chrome film, Kodak film, Sanforizing, Can 


—Above is a display of Community Plate 
silver by Jackson's, Oakland, making a tie-up 
with national advertising in Life. . . . Center, 
a display by J. L. Macfadden, E. T. Slattery 
Company, Boston, playing up Life's "College 
Shop" story. . . . Left, by Dana O'Clare, Lord 
& Taylor, New York City, making a tie-up with 
Life's editorial story on slip covers— 
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—At the right, Albert T. Balzer Company, Ltd., 
Los Angeles, features a display of ‘'Bosco," 
backed up with Life advertisements. . . . Cen- 
ter, left, another grocery display based on 
Life advertising: Ralston's cereal is the mer- 
chandise shown by Meredith's Table Supply 
Market, Dayton, Ohio. . . . Center, right, a 
rear view of Life's Christmas, 1941, double- 
action display; note the label on the back, 
giving sales pointers on Pliofilm for the sales 
person's information. . . . Below, Miller's Super 
Market, Denver, ties in with baby foods adver- 
tised in Life, plus the publication's story on 
babies— 


non towel and sheet gift sets, John Middle- 
ton pipe tobaccos, Ronson lighters, RCA 
Victor records, RCA radios and radio-phon- 
onographs, Eaton’s letter papers, Florsheim 
shoes, Royal typewriters, Samson tables, 
Manning-Bowman’s smokeless table broiler, 
Amity “Director” billfolds, Eagleknit head- 
wear, Parker pen and pencil gifts, U. S. Rub- 
ber gaytees, Winchester flashlight batteries 
and others. 

Other material Life is furnishing dealers 
to capitalize on its weekly audience of 21,- 
900,000 people by highlighting the products 
advertised in the five pre-Christmas issues 
are: a special radio script and spot commer- 
cials, newspaper mats for local advertising, 
“Advertised in Life” stickers and price tags, 
gummed reprints, advance advertising pre- 
views and other aids of timely importance. 

In presenting another ambitious Christmas 
merchandising program, the promotion man- 
agement of Life based its essential points 
on pre-tested selling displays which had 
“won their spurs” during the five-year his- 
tory of the magazine’s efforts to insure ad- 
vertisers of a maximum cooperation from 
dealers. But in again providing retailers 
throughout the country with a tailor-made 
pattern for sales-success, Life acknowledges 
the role played by its advertisers, many of 
whom endorsed the “Sales Pointers” and 
more who again recognized the potentiality 
of concentrated selling in the Christmas 
season. 

Throughout the year, Life furnishes help- 
ful material to retailers in the most impor- 
tant trades to enhance the effectiveness of 
its pages of advertising and to “follow 
through” right to the point of sale the im- 
pression such messages make on its vast 
family of readers. That dealers have come 
to rely on Life display cards for advertised 
products may be seen from these mounting 
orders for such point-of-sale aids by de- 
partment stores in the last five years: 1937, 
2,781 display cards; 1938, 6,057 display 
cards; 1939, 14,885 display cards; 1940, 19,- 
594 display cards; 1941, 15,000 display cards 
(first six months—100 per cent increase). 

Last year, Life printed upwards of 6,000,- 
000 merchandising pieces—more than six 
times the amount produced in 1937, the first 
year of its dealer liaison program. This fig- 
ure does not include the uncounted thou- 
sands of Life pieces prepared by advertisers 
themselves. 

During the 1940 Christmas merchandising 
operation, Life received orders from 144 
department stores throughout the country 
for 4,936 display cards for products adver- 
tised in the pre-holiday issues of the maga- 
zine. Addition of the “sales pointers” and 
the overall attractiveness of the department 

[Continued on page 37] 
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Snow may be a little scarce on the Chi- 
cago market up to the present wtiting, but 
the jingle bells are ringing—and right mer- 
rily. State street—twinkling, shimmering, 
glittering by night, pulsating by day—is lined 
with more Santas than an expert mathema- 
tician could count: Santas long and lean 
and stretched out like three yards of pump 
water; Santas square and solid as First 
National bankers—and to our mounting sur- 
prise, even a few squat Santas patterned 
after the picture-book version, who, if put 
to the test, we are fairly sure could shake 
like a bowl-full of jelly in the time-honored 
manner. And we like the way they wave 
at big-eved children—all of these’ red 
suited, tall-booted St. Nicks with spun glass 
whiskers—the lean, the square, and the squat. 
It begins to look like a very merry Christ 
mas! 

\nd while we're holding the little old 
gentleman up to the light, let’s take a peek 
at some of the small-fry windows, which, as 
usual, have so many grown boys and girls 
(no age limit) pressing in upon them that 
the 6-year-olds are finding it pretty tough 
going getting even so much as a_ look-in. 
(ne outstanding presentation, which is slow 
ing down traffic to a= standstill, is Sue 
Hastings’ marionette show, presented by 
( arson, Pirie, Scott & Co., where a: W. 
Campbell holds forth. This is a two-act per 
formance called “Santa's Workshop,” and, 
as the name suggests, the first scene opens in 
Toymaker Claus’ place of business, where a 
pair of mischievous little green-clad elves 
are skittering about, popping open a Jack 
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By KENDALL HULL 
Fred Kuehn & Co., Chicago 


in-the-box to let out a dancing clown, who 
in turn has quite an experience with the 
children’s new-found friend, Walt Disney's 
elephant Dumbo. Dumbo, as you might ex- 
pect, takes off into the air, using his great 
pancake ears for wings. Scene two opens 
in the bedroom of a little girl who has hung 
up her stocking and gone to bed to dream of 
sugarplums, as most liftle girls do on Christ- 
mas eve. Santa arrives with his pack, smiles 
at the audience like a true professional, takes 
his bow and exits. At this moment one of 
his elves leaps from his toy sack and stirs 
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Chicaso Windows Greet 
he Holiday Season 


up no end of activity among the toys leit 
under the tree. The dolls come to life, th 
elf rolls all over the scene and finally su 
ceeds in waking the heroine, who appeat 
quite pleased with her “haul.” 

Enchanting old-fashioned Christmas tab 
leau is presented by R. R. Jericho, display 
director for the Boston Store. The set occu 
pies a corner window and features a Gay 
Nineties sitting room with flowered wall 
paper spotted over with oval-framed photo 
eraphs, and way-back-when furnishings. 

Arthur Fraser, Marshall Field & Co., has 








4A ARAARAARAARLA 


selected a gala circus theme with nodding 
elephants dressed in pink and other action 
figures including the familiar gingham dog 
and calico cat, a frisky hobby horse of huge 
proportions, a laughing mule, a few gnomes 
and a boy and girl mannequin on the steps 
behind the scene. 

Goldblatts presents Mr. and Mrs. Claus 
at home reminiscing about funny experi 
ences of Christmases gone by. This Claus 
family is made up of the largest action fig 
ures we have seen, and of course they are 
surrounded by toys and calling all stockings 

Sam Blum of The Fair shows a medley 0! 
picture book characters bobbing up = and 
down amid an avalanche of playthings. 

J. R. Cooper, Mandel Brothers, stages a 
puppet show with life-size mannequins, who 
can be seen about their Christmas tasks 
both inside and outside a_ realistic white 
frame house. Yes, there’s many a chuckl 
in the little-folks windows on State street, 


—Upper left, by Del Le Sage, Marshall Field & 
Co., Evanston. .. . Above, by J. W. Campbell, 
Carson Pirie Scott & Co... . Left, by Sam 
Blum, The Fair. . . . (All photographs by cour- 
tesy of Fred Kuehn & Co., Chicago)— 
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—Top, by Gordon Keerns, Edgar Stevens, Inc., 

Evanston. .. . Center, by J. R. Cooper, Mandel 

Brothers. . . . Below, by Les Barofsky, Morris B. 
Sachs— 


and we regret that the displays mentioned 
above can not be shown. 

The following sextette of displays for the 
holiday, all of which are illustrated, are out- 
standing in many ways —they’'ve warmth, 
color, glitter, and imagination and ’most any 
other attribute we might toss in for good 
measure. Selection of windows was difficult 
this month; displaymen seem to be setting 
some new records this December. 

\t Carson's, Campbell does not stop short 
with a marionette show. Throughout a se 
ries of State street displays he artfully ex- 
hibits a “Gallery of Toys,” each similar in 
theme to the one depicted here. Dominating 
each window is a large shadow-box with 
candy-cane striped frame three ways ‘round 
and a metallic strip at the top for contrast, 
in which is shown an appealing youngste1 
tableau behind a screen. In this particular 
window we see a tot with her doll and car 
riage going for an outing along a snow 
specked path. Down front is a happy col 
lection of Raggedy-Ann and glamour dolls, 
Teddy bears, fat Russians, high chairs. 
blocks and books. 

At Mandel’s we find Cooper up to tricks 
with an oblique angular house and window 
frame, shuttered, multi-paned and well 
frosted, and_ stair-stepped tiers of gauze 
icicles. One mannequin in negligee looks 
wistfully out the window and two sisters 
under the glittering robes are in conference 
on the roof-top at right. ‘“Mother’s Dream 
of Christmas” is emphasized by a poster sur 
rounded by an assortment from the pretty- 
things department scattered about the roof 
plateau; down front is a= paper ribbon 
streamer with white letters reading: “to 
the sweetest girl in the world . . . Mother 

pe Five-star window! 

And at the Fair, Sam Blum turns in a 
spectacular performance with a proscenium 
cut-out curtain of pine branches, complete 
with cones and tipped with white for a 
wintry effect. Before this pine-needle frame 
stands a whimsical red horse guarding the 
window card which reads: “Your Christmas 
List... Is she luxury loving? Then you 
know she'd be thrilled with these vanity 
‘fixers’ that she won't buy for herself.” On 
stage, surrealist fashion, caught with hands, 
arms and draperies are smartly packaged 
soaps, perfumes and other knick-knacks for 
milady’s dressing table. A  house-coated 
mannequin, holding a bird-cage cosmetic 
novelty, is at right-center. 

\t Morris B. Sachs, Les Barofsky, display 
director, lights up a Yuletide scene with two 
immense candles illumined from their elec 
tric frames to their nail-studded holders. The 
nail heads, gilt and = shining, represent 
idealized holly berries; great leaves sprout 
from the bases of the candle sticks. Near 
gold-leaf paper adorns the floor and walls, 
giving off interesting reflections, and a 
branch of gilt needles rests on the parquet 
paper design. 

And now for a trek out to Evanston where 
things are looking very merry. Take, for 
example, Del LeSage’s inspired set, present 
ing a gnarled antique candelabrum support 


[Continued on page 42] 
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PROMOTIONS | 


by Louis Gehring 


Display Designer and Consultant, New York City 


February is rich in promising promotiona 
material. With spring just around the cor 
ner, fashion should take first innings—ana 
advance spring styles deserve special atten 
tion. This month should be the forerunne: 
of smart spring presentations in preparatior 
for big business for the important spring 
fashion months immediately to follow. Pro 
moting a single color in a coordinated ac 
cessory tieup that definitely has fashior 
sponsorship for spring, yet is wearable with 
one's immediate wardrobe, is the smart 
thing to do to create consumer interest ir 
February. The sketch depicts giant daffodi j 
silhouetted on a black velvet panel. Ths 
silhouette effect is obtained by spraying sur 
rounding areas in white. A mannequin wear 
ing one of the early spring models is posed 
against this setting. 
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FOR FEBRUARY 


Special promotions are the keynote this month. 
The birthdays of two famous Americans, Lincoln's 
on the |2th, and Washington's on the 22nd, are 
holidays for the citizenry in general and provide an 
opportunity to stimulate sales through special 
events. Possibilities abound for institutional adver- 
tising with appropriate slogans, tied in with store 
parties, demonstrations, and exhibitions. The cherry 
tree sketch can be quite dramatic in its presenta- 
tion; patriotic colors are to be applied to the dis- 
play as follows: white cherry tree stump bearing a 
cluster of red cherries; hatchet head red, white, and 














blue with a white handle. Use an appropriate 


slogan tied up with the merchandise. 


Nothing But She Tnuth 
About Our 

















Merchandine | 








Promotions can be based upon the fate of 
the ground hog who will be seeking his 
shadow on February 2. Whether he does or 
does not see his shadow, stores will find in 
his debut an amusing copy approach with 
which to start the early spring fashion cam- 
paign. 

February is essentially a clean-up month, 
coming between the late promotions of win- 
ter and the first promotions of spring. 
‘Clean Up" for holiday entertaining is a 
good hint for February, with its many holi- 
days. Suggest the various items that will be 
needed both before and after the party. 
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Presented here are four of the first group 
of display photographs received from Swe- 
den since the war began. They were sent 
in by Curt Oldenburg, display manager for 
Paul U. Bergstroms Aktiebolag, Stockholm. 
Oldenburg from 1929 to 1931 was employed 
as a displayman in the United States, work- 
ing for I. Magnin, Inc., and Louis Gassner, 
Inc., both of San Francisco. He comments 
as follows on display for his present firm: 

“This store, popularly called ‘PUB,’ is 
one of the two largest department stores in 
Stockholm, covering an entire block in the 
heart of the city. We have fifty-three dis- 
play windows. The store employs about 
1,500 people, including those in the work- 
shops. Since 1936 the firm is owned by the 
Cooperative Corporation. 

“The display department has thirty-one 
employees — myself, twenty-one displaymen 
and helpers, six girl card-writers, two car 
penters, and one girl in charge of materials. 
The displaymen plan their windows them- 
selves, controlled only by the display man- 
ager, thus giving them plenty of opportu- 
nity for self-expression. Even the show- 
card girls plan the cards as they wish. By 
this kind of management we benefit, since 
everyone always trys to do better and better, 












knowing that it is their own work.  Like- 
wise, all money won in display contests is 
turned over to the displayman who did the 
window; all photographs of displays appear- 
ing in magazines are published in their 
names. All this means that they work with 
greater interest and feel that they mean 
something to the store. 

“While this naturally means that they gain 
experience by which they could more easily 
get a job with someone else, we believe the 
principle is right. If they can handle a big- 
ger job, why not let them. In any event, 
nothing can stop the right man. In a big 
display department there must be some kind 
of a renewal, otherwise the boys could never 
reach higher than the top salary paid to the 
best of the displaymen. 

‘As for the writer, I handle the organiza- 
tion of the department and plan, together 
with the management, window and interior 
display, exhibits, and so on. My first as- 
sistant, Sven Mellberg, is our artist and we 
work out together the plans for all big 
events. 

“Display stands (wood, metal, or glass) 
are used, of Swedish make. Plastic is not 
used very much as usually it is too expen- 


sive to buy from America. Display manne- 














WOSTENS VVHETER. 


urrent Swedish Display 


quins are Danish and German, but on 
store in Stockholm is using a few American 
mannequins mixed with French and Get 
man figures. 

“Our display program is fixed for only on 
week ahead. Our expenses are not on a 
budget. Total costs for the display depart 
ment last year amounted to six-tenths ot 
1 per cent of the total store volume, while 
other publicity, such as advertising, cata 
logues, etc., cost about 1 per cent. Such 
figures are very low and we are really proud 
of them. 

“The first photograph shows part of ou 
windows, covered with heavy boards as 
security against bombing. Ready-made pan 
els to fill out the openings are stored away 

At the upper right is a sports apparel 
window, involving Danish mannequins. The 
figures are apparently out for a walk in the 
woods. The displayman responsible is 1 
Mennix. ...4 At the lower left 1s a window ot 
electric hot water radiators, something new 
made necessary by the lack of coal. The 


card reads, ‘You needn't freeze at home it 
you buy PUB’s electric heater... The dis 
playman is V. Westerberg. .. . And finally, 
a display by our youngest displayman, F 
Beijer. The sign is made like a newspaper.” 
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First Step In selling 


words of Victor Gruenbaum, ot 
Gruenbaum, Krummeck & Auer, designer 
firm of New York City and Hollywood, 
“More and more retail merchants are learn- 
ing the value of good store design to their 


In the 


Of course, store design alone can 
not be the key to success ... but it can be 
said and it has been proved ... that the in 
fluence of design is tremendous and that the 


business. 


business success of a store can be increased 
to twice or three times its original volume 
by improvement of this one factor alone.” 
Quoting further from Gruenbaum’s recent 
article in “Architectural Forum,” “The store 
is clearly divided into two main portions: 
the exterior, often enlarged to a vestibule 
or arcade, and the interior. The functions 
of the exterior are to serve as advertising 
poster and exhibit. The interior 
as a ‘sales factory.’ ... The buyer must feel 
feel so well and enjoy being 


functions 


‘at home’ 
in this room so much that he is ready to pay 
for this privilege by 
intended. Besides this, the inte- 
rior continues the exhibit of the 
displays are grouped in glass showcases, in 
niches, and on tables. The purpose of this 
is to arouse new desire to buy, in addition 


buying more than he 
originally 
exterior; 


to that which made the buyer enter the store 
in the first place.” 


As examples of the trend in modern store 
design, Gruenbaum submits the four photo- 
graphs shown here as indicative of a si 
nificant departure from the usual design of 
this type. 
case, was done by his firm. 


sig- 


in each 
At the upper left 
Los Angeles —a 
long 120 feet 
the new shopping center on Crenshaw boule 


stores of The designing, 


is a view of Grayson’s, 


building 60 feet and wide in 


vard. One of the unusual features of this 
store is the fact that it has two fronts, of 
equal importance. One, directed toward the 


street, is seen in the first photograph. The 
the right, the 
In this particular shopping dis- 


second, seen at upper faces 
parking lot. 
trict the 
importance to the street entrance. 

The night view shows the sweeping canopy 
flood-lighted by concealed reflectors. The 
wall the and the interior 
consists entirely of polished plate glass, with 
irameless “Herculite” 
the 


rear entrance is nearly equal in 


between arcade 
doors, giving a com- 


plete view of interior even from. the 


street. 


—These Los Angeles stores indicate the trend 
in modern store design, according to Victor 
Gruenbaum, Gruenbaum, Krummeck & Auer, 
of New York City and Hollywood, the firm re- 
sponsible for the designing of these units. . . 
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For the parking lot entrance, during the 
hours of direct sunlight from this direction 
the interior of the store is protected by the 
this front 


opened 


curtains; as becomes 
the the 
entire store creates the impression of being a 


soon as 
shaded, curtains are and 
tremendous display window 

The interior of this 
tured in the photograph at the lower left, 
Inter- 


same store is pic- 


seen from inside the street entrance. 
esting features are the louvered openings in 
and 
night; they allow daylight to enter through 


the ceiling—light sources both by day 
the skylight directly above them, while arti 
ficial light pours through the louver open- 
ings at night. The rear portion of the sales 
room is circular, with gold-and-white striped 


walls. 

The second store, at 635 Broadway, Los 
Angeles, received a completely new interior 
(Lower right.) A glass wall between the 


arcade and the sales room gives a full view 
ot the latter the The front 
portion, with elevator doors on the left and 


from street. 


the hosiery department on the right, forms 
a little foyer with a striking wall and ceil 
ing treatment. 
black patent leather in big quilted squares, 


These areas are covered with 


at the intersections of which vellow electric 


light bulbs serve as buttons. 
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Effective Display Finishes 


(Editor's Note: This article is more or 
less an outline to the group of articles on 
“Display Finishes” that is to follow. Each 
article will discuss the use, application, 
makeup, and characteristics of each of the 
different kinds of display finishes.) 

The effectiveness of the finish on a display 
probably does as much for the display itself 
as any other one contributing factor, for it is 
the finish itself which gives the display its 
final “eye appeal”—a primary objective of 
all displays. 

By far the most appealing finish for the 
majority of displays is the flat or matte fin- 
ish, which can be so beautifully applied with 
modern equipment, using the many specially 
made paints and lacquers. 

The flatness of a finish enhances the rich- 
ness or the color of a surface and shows off 
its entirety without any distraction from the 
finish, such as would be caused by gloss or 
glare spots, halations, or reflections, all of 
which attract the attention to the particular 
spots rather than to the display as a whole. 
Such a statement could be made about the 
numerous kinds of display setups. 

An ideal example of a typical use for a 
flat display finish is in a complete show win- 
dow. By that is meant everything within 
the window except the merchandise itself. 
A “Cooks tour” of such a window would re- 
veal that the background of the window, 
which is usually semi-permanent in nature 
is finished in a flat, velvet-sheen wall paint, 
or casein-bound water paints if brushed; 
or in a flat lacquer, if applied by spray. This 
area, which is by far the largest single ex- 
panse shown in the window, is in a neutral 
color, which does not clash or detract from 
the merchandise shown; rather, it sets off 
the color of the merchandise, due to the 
fact that neutral colors of warm tones do 
not readily register upon the retina of the 
eye, thereby leaving the colors of the mer- 
chandise (which is usually further enhanced 
by white or colored spotlights) to be brought 
forth more forcibly to the mind of the pas- 
ser-by. Further to emphasize the appeal of 
a flat finished background is to consider the 
fact that when a fabric is used as a part 
or all of a background, one with no sheen 
and usually very little pattern is used. Such 
a fabric resembles very closely a flat-finish 
surface. 

From the background we move to the 
floor, which is usually covered with an even- 
textured, neutral colored rug which blends 
in with the background, or the floor is cov- 
ered with a dark, even-textured rug to en- 
hance the colors of the merchandise and at 
the same time “push” toward the observer 
any object or merchandise above the dark 
color. In either case the surface has a flat 
finish in regards to light reflection. 

The fixtures of a display window, of all 
factors, offer by tar the widest field of fin- 
ishing and refinishing. With the introduc- 


By H. H. MENEFEE 
The Sherwin-Williams Company, Dallas 


tion and wide-spread use of white and col- 
ored spotlights upon the displayed merchan- 
dise an even greater importance is placed 
upon the type of finish that is used on the 
display fixtures. To complicate the attain- 
ment of the desired finish, the use of every 
conceivable kind of material is most preva- 
lent in modern day display work. Of course 
each different type of material calls for a 
different finisher and different methods of 
application. A good example would be a 
window using the Mexican background or 
motif. There would be the imitation cactus, 
the old two-wheel cart, iron grill-work, the 
weather-worn woods and the brightly-col- 
ored, symmetrical Mexican designs. The 
imitation cactus, which is usually a seaweed, 
is best finished by wetting with water and 
then spraying with a casein-bound water 
paint of the desired color, while the old two- 
wheel cart, which is part wood and part 
metal, should be sprayed with a good lac- 
quer undercoater before spraying with light 
coats of flat display lacquer or casein-hbound 
water paints. The iron grill-work would re- 
ceive about the same treatment while the 
weather-worn wood should be sprayed with 
a light coat of sanding sealer to prevent 
further decay or falling apart while in the 
window and at the same time to give it a 
treatment that will eliminate the suction and 
offer a good surface to letter on, for an 
effective placement of the sales message. 
The brightly-colored designs can be sprayed 
with flat lacquer, if the conditions will jus- 
tify spray application; if not, these designs 
will have to be painted by hand, using show 
card colors; or, if desired, the flat lacquers 
can be brushed by the addition of a small 
amount of castor oil and thinned with a 
slow-drying thinner. 


The variations of the uses of flat finishes 
are limited only by the numerous ways by 
which they can be applied, but a discussion 
of the many practical as well as novel means 
of application of flat finishes will be dealt 
with in a later article. 

As mentioned above, flat lacquers are one 
of the most popular of the flat finishes in 
window display work, but now after the 
introduction of flat lacquers, their use on 
traveling, itinerant, or display units almost 
equals their use in window work. The rea- 
sons for this are quite numerous, but to 
enumerate a few, we find the finish to have 
the proper sheen, it is a tough durable finish, 
it is washable, it comes in a wide range of 
“display colors,” it is rapid drying and it is 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 








easy to apply. The proper finishing syste: 
for a complete itinerant display will bh. 
forthcoming in a later article. 


From the foregone paragraphs on flat fir 
ishes, one may get the idea that they alon 
are the finish one would use in display ad 
vertising, but such a statement would be a 
gross mistake. Running the flat finishes 
close second are—semi-gloss finishes. 





While semi-gloss finishes are not, as a 
rule, used throughout a display as a flat 
finish is used, they are used to acentuate a 
special fixture or panel without creating a 
glare or high gloss; a semi-gloss finish 
will fill the bill, for it is rich in the fullness 
of the flat finish yet it has a distinct finish 
characteristic of its own that is brought out 
best when the finished surface is viewed 
from an angle. To emphasize the impor- 
tance of the semi-gloss finish one has to 
remember that practically all mannequins 
are finished in a variation of semi-gloss 
finish, 


Many times one particular portion of a 
window may be made to better attract the 
attention of the observer by using a semi- 
gloss finish on the fixture and placing a dark 
colored, flat finished item of merchandise 
upon it. (Much the same is true of women’s 
clothes on a mannequin.) 


The application of semi-gloss finishes is a 
bit more difficult than that of flat finishes 
To spray a semi-gloss finish, it is necessary 
to apply a medium wet coat to allow a cer- 
tain amount of flow to bring out a small 
amount of gloss. Care must be taken not 
to allow runs or sags. The same holds true 
in brushing the material; a medium wet 
coat must be applied to cover the surface 
properly, yet not too much brushing can 
be done or you will kill the semi-gloss effect. 


Gloss finishes are practically nil in the 
display field, except in rare cases, where the 
finish is used to bring out some particular 
feature of the fixture or the merchandise. A 
good grade of decorator’s enamel or high- 
gloss lacquers are the accepted products to 
use for such a finish. 

Then there are transparent finishes— a 
new magic phrase to many displaymen—a 
finish that comes to the front with the new 
plastics — foil paper’s ideal finish —the last 
word in hidden or indirect illumination. Th 
finishes themselves are comparatively simple, 
and are easily made and applied. To the 
writer's knowledge there is no line of trans 
parent finishes on the market today that ar« 
ready for use, but here is a tip on making 
such a finish: toa 50 per cent solution of clea: 
lacquer and medium fast drying thinner add 
a sufficient amount of printing ink toner, 
or transparent silk screen colors, either 01 
which has first been dissolved in lacque: 
thinner. Then spray a light mist coat 01 
either side of your transparent backgroun 
surface that is to be used—and you have it 


Th 
the p 
towa 
sibili 
sonal 
emba 

Av 
a tre 
appli 
been 

Co: 
value 
tribut 
their 
has | 
quick 
play, 
store: 

Dri 
well 
their 
green 
tuted 
stores 
wind 
were 
They 
They 
was | 
obsol 
use tl 

But 
in all 
of co 
all ki 


goods 

















DECEMBER, 


Drugs D 


1941 








The noticeable indifference in the past on 
the part of the average retail drug merchant 
towards the sales and profit building pos- 
sibilities of display has long been of per- 
sonal interest, amazement and sometimes 
embarrassment to the writer. 

A change of attitude and an indication of 
a transformation in the art of display as 
applied to the drug field have for some time 
been more and more apparent. 

Constant reference to an emphasis on the 
value of display by manufacturers and dis- 
tributors of drug store merchandise through 
their sales and sales promotion departments 
has finally borne fruit and resulted in a 
quickening interest and appreciation for dis- 
play, both window and interior, by drug 
stores everywhere. 

Druggists the country over got along very 
well in years past merely by identifying 
their store as a pharmacy. The red and 
green glass globes, which for years consti- 
tuted the only application of display in drug 
stores, may still be seen in a few pharmacy 
windows. These old colored-water globes 
were fine examples of display advertising. 
They did a real job of store identification. 
They shouted to all who could see that here 
was a drug store. A good idea is never 
obsolete and modern drug stores could still 
use this store identification to advantage. 

But changing times, with resultant changes 
in all kinds of retailing, made new avenues 
of competition and created new outlets for 
all kinds of merchandise, often taking the 
goods that druggists had considered exclu- 
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By GEORGE G. FERO 
United Drug Company, Boston 


sively their own and putting them in stores 
other than drug stores where they were more 
often backed up with real merchandising 
effort. This condition, plus the increasing 


competition of chain drug stores, has evi- 
dently brought the drug store proprietor to 
the realization that display and merchandis- 
ing constitute the secret of the chain stores’ 
had the 


success. He same stock on his 





isplay Is Undersoing 
Transformation 


shelves that these other stores had but cus- 
tomers were transferring their purchases in 
ever-increasing numbers to stores that had 
attractive window displays of drug 
store merchandise, and that applied more 
modern methods of promotion than just a 
couple of colored globes in their windows. 


more 


In my opinion the secret ef the early suc- 


cess of window installation services can be 





















































































attributed to the indifference of drug store 
owners towards display. National adver- 
tisers were quick to grasp the opportunity 
to capitalize on this fact and the windows 
of 60,000 drug stores began working not so 
much for the store but for the advertisers. 

But, it was an improvement for the stores, 
toc, because if national advertisers did not 
install their lithography and crepe paper 
displays in these drug stores where the pro- 
prietor was indifferent to display the window 
would probably have been empty or might 
have contained a spattering of merchandise 
on the floor and have a card advertising a 
church supper or rummage sale. 

This new appreciation on the part of drug 
stores for window display is most certainly 
affect the potential coverage of 
[Continued on page 43] 


going to 


—The upper display involves the use of the 
"Rexall Drug Store Window Display Merchan- 
dising Unit; these fixtures are being made 
available to Rexall Drug Stores by the United 
Drug Company. . Left, representative of 
modern Owl Drug Company windows is this 
one designed and installed under the super- 
vision of J. T. Hurley, manager, Owl display 
department— 
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That Sell 











—These interesting furniture displays show the work of five displaymen 
and are proven sellers. . 
pany, Dayton, Ohio. ... Upper right, by J. Roy Stewart, Barker Brothers, 
Los Angeles, showing small groupings of furnishings in order to focus 
attention on the background. . . . Center, both right and left, special, 
completely furnished room displays by Harry Dietzel, Hearn's, New York 





. . Upper left, by J. E. Vent, Rike-Kumler Com- 








City. . . . Lower left, an Americana setting used by L. Bamberger & Co., 

Newark; the window is filled with old glassware, while the furniture 

itself is from the old designs. . . . Lower right, by Louis A. Banks, The 

Hecht Company, Washington; the picture frame idea is carried out in 

detail, even to the title plate reading: ‘Featuring ‘Concord House’ 
Correlated Groupings.''— 


| 
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St. Louis Club 
Notes 


By John Doran 


The December meeting of the St. Louis 
Display Guild was called to order by Thomas 
Kenna, president, and displayman of Fam- 
ous-Barr Company, on Tuesday, December 2, 
at the Jefferson hotel. The minutes of the 
November meeting were dispensed with due 
to the absence of Dave Estes, Bond Clothing 
Company, secretary of the club. Estes 1s 
recovering from a minor operation. 

The program committee, headed by Mrs. 
Grace Everest, Scruggs, Vandervoort & Bar- 
ney, reported progress on the Question and 
\nswer program for the national convention 
in June and discussed plans for the January 
joint meeting which the local club is spon- 
soring in connection with the Advertising 
Club, Chamber of Commerce, Women’s Ad- 
vertising Club, and the Fashion Group. A 
nationally prominent speaker will be brought 
to St. Louis to address this meeting. 

The entertainment committee, headed by 
Robert Evans, Scruggs, Vandervoort & Bar- 
ney, and Ed Ruhlman of Werner-Hilton 
Company, announced plans for an evening 
buffet dinner and dance to be held the sec- 
ond week in January. 

The photo contest committee, Armand C. 
Raining, Boyd’s, chairman, and Edward 
Gallagher, Weil Clothing Company, reported 
the plans for the convention photo contest 
and also the separate contest for previous 
sweepstake winners. These will be = an- 
nounced in detail in DISPLAY WORLD 
and the International Association of Display 
Men bulletin some time in February. 

The guest of the evening was R. C. Kash, 
editor, DISPLAY WORLD, who expressed 
his confidence in the plans for the coming 
convention and discussed the possibility of 
the St. Louis display group and the national 
organization doing something to alleviate 
any ill feeling that might exist on the part 
of some manufacturers in relation to the 
I. A. D. M. activities. He suggested that 
the I. A. D. M. sponsor a broad research 
program which would be beneficial to the 
group of manufacturers as well as display- 
men and retailers—that in this way the as- 
sociation could eliminate dissension tending 
to weaken the entire structure of display 
rather than strengthen it. 

A motion was made and passed that the 
St. Louis club would appoint a committee 
to contact the New York group of manufac- 
turers and others interested in display for 
the purpose of presenting to the coming con- 
vention their ideas toward some kind of 
definite program to be carried out in the 
succeeding year to do the research and edu- 
cational job desired and to withhold any 
other organized effort until such a program 
could be presented and voted upon at the 
coming convention. 


New Orleans Firm 
In Larger Quarters 

Crescent City Advertising Company, for- 
merly at 411 Bienville street, New Orleans, 
has purchased a larger and more modern 
building at 613 South Rampart street and 
has installed the most up-to-date equipment 
for all forms of display. 
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A NEW LINE ye 
OF 
PATRIOTIC 
SUBJECTS 
BY 








SILVESTRI ART 


Bust of President Roosevelt, 22 inches high 
Plaque of President Roosevelt, 18 inches 

Bust of Washington 

Bust of Lincoln 

Pedestal, 42 inches high 

Statue of Liberty, 8 feet high 

Statue of Liberty, 52 inches high These Liberty 
Statue of Liberty, 28 inches high elena light 
Statue of Liberty, 18 inches high 

American Eagle, 30 inches high 

Liberty Bell (exact replica), full round, 24-inch dia. 
Liberty Bell (exact replica), full round, 18-inch dia. 
Liberty Bell Applique, 42x36 inches 


$12.50 
6.50 
10.00 
10.00 
10.00 
95.00 
30.00 
14.00 
5.00 
15.00 
20.00 
10.00 
12.00 


Also full round statues in modern design of Sailor, Marine, 
Soldier, Aviator, 24 inches high $10.00 Each 


SPECIAL DESIGNS SOLICITED 


SILVESTRI ART MFG. CO. 


1222 W. MADISON ST. CHICAGO, ILL. 














Christmas Cime 


Si - 


COY, DISBROW & CO., INC. 


686-690 Greenwich St., New York City 228 N. LaSalle St., Chicago 


Originators and Distributors of NoSeam, the Preferred Extra Wide Seamless Background Paper. 


NuArt Panels—Backgrounds—Roll Materials processed with Chenille— 
Silver, Gold and Colored Tinsel. 
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DESIGN dept 




















The accompanying sketches illustrate four interesting ideas that can 
be used to meet local display requirements and are adaptable to 
many lines of merchandise. The panel background effects can be 
cut from wallboard reinforced along the edges with a fir strip 
|-by-2 inches, and mounting one in front of the other to create an 
interesting panel design. The panels can be painted or covered 
with a figured fabric or paper. Cut-out letters and seasonal 
designs can be applied easily to the panels. These not only give 
the displayman a variety of possible changes in the arrangement 
of the pieces, but also give him a choice of quick changes in the 
decorative treatment of the setting. 
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California Club 
Elects Officers 


A recent meeting of the Southern Cali- 
fornia Display Club was held at the Royal 
Palms hotel, at which time officers for the 
1942 administration were selected. Presi- 
dent Roy Stewart, Barker Brothers, pre- 
sided. As a result of the election, Aubrey 
L. Maley, The Broadway-Hollywood, was 
returned to the position of chairman of the 
board of directors for another year. Stuart 
A. Raymond, The Broadway, was elected to 
the presidency of the club and is planning 
to increase interest in membership cam- 
paigns and in educational programs. R. T. 
Dickey, Municipal Light & Power Corpo- 
ration, was reelected without opposition as 
secretary-treasurer. 

A dance for club members will be held on 
December 19. Each person attending will 
be required to pay part of the admission 
price in the form of canned goods, these to 
be turned over to a charity organization. 





Burton Announces Winners 
In Display Contest 


The results in a national window display 
contest sponsored by Burton Brothers & Co., 
New York City, have been announced. First 
prize was won by Luke Maletich, Gimbel 
Brothers, New York City, with $250 being 
awarded to Herbert Lack, boys’ buyer. Paul 
Lubers, Recreation Equipment Company, 
Springfield, Ohio, won next prize of $40, 
plus $100 as buyer. Stanley Pickering, Chas. 
N. Mead Company, Scarsdale, N. Y., was 
awarded $30. Fourth place and $20 went to 
Earl Wissinger, Martinsville, Ind. Carlton 
Van Wagoner, Glenn A. Powell Company, 
Lapeer, Mich., won fifth prize. 





Southern Display Blackout 
May Be Relaxed 


The Office of Production Management is 
giving consideration to a plea by Southern 
merchants for relaxation of the ban on dis- 
play lighting in certain cities where retail 
consumption of electricity has been curtailed 
in the interests of defense material produc- 
tion. Stating that the absence of lighting 
in display windows will mean a serious 
blow to Christmas selling, the retailers have 
agreed to cut the amount of electricity used 
elsewhere in their stores if display lighting 
is permitted. Street decorations and electric 
signs are not included in the request. 





Change Of Positions 
For Rosner 

Vid Rosner, formerly in charge of display 
for Robinson-Schwenn Company, Hamilton, 
Ohio, has resigned in order to accept a simi- 








lar post with Sears, Roebuck & Co., of the | 


same city. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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HEWITT 


Display 
LETTERS 


Precision Molded, Pure White 


Composition Letters 
Clean, Steel-Cut Appearance. 


High Relief of %° to %", de- 
pending on size of letter. 


Furnished in Three Types: 


(1) Pinback Letters 
(2) Pinless Letters 
(3) Track Letters 


Will take any kind of color- 
show-card, lacquer spray or dip, 
or can be rolled with an ink roller 
after letters are in place. 


Hewitt Display Letters are 
available through all Sherwin- 
Williams Retail Branch Stores 
and other distributors of 


Gaal Caf 


Display Advertising Materials 
from Coast to Coast 





For name of nearest dealer 
and descriptive folder 


WRITE TO 


BRANSBY & HEWITT une. 
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Speed And Production 


The Christmas activities of the cardwriter 


and displayman come to a climax at about 
the fifteenth of December holiday win- 
dows, exterior displays and store interiors 
are set, with only a few touch-ups here and 
there, a little last-minute rearranging to be 
cared for, late arriving stock to be pro- 
moted. 

But there is always that sudden last- 
minute spurt in the demand for card writing, 
for cards that must be executed in a hurry 
vet be clever and packed with sales-appeal, 
to give the display department a good, se- 
vere nerve-jangling. The tip can be bitten 
off many a brush-top while the card writer, 
under last-minute, “right now” pressure, at- 
tempts to plan and turn out the type card 
necessary for the holiday season in time to 
meet departmental demands. 

Like some other cautious displaymen, | 
anticipated this  hurry-up demand = and 
planned early for that last-minute rush on 
the card shop by working out a layout for 


By R. K. PUGH 
Abdalla's, Opelousas, La. 


a quickly executed card, but one that did 
not sacrifice real Christmas atmosphere to 
rapidity and haste. 

In the group of cards shown below, I have 
assembled what I consider are good exam- 
ples of quickly executed but effective cards. 

The cards are brush-lettered, with one 
size brush used at different angles for the 
two sizes of lettering. A red background 
with white letters, kicked up with easily 
applied illustrations (Christmas seals) to 
add the final touch, completes the physical 
makeup. The extreme background of white 
paper serves as a holder. 

The card construction is simple and 
speedy, once the cardwriter is prepared . . 
anl the materials should be assembled and 
ready for that last-minute rush. For extra 
speed I chose seamless papers cut into card 
sizes, and I purchased several different types 
of Christmas seals that could be stuck easily 
to the card. Gummed-back seals are prefer- 


able. 


- 
532) 
“Stay & 
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A minor but pertinent suggestion: pap 
stock has proved best suitable to writi: 
fast brush cards because of its tendency 
absorb the colors more rapidly. 

When using these cards in their appoint 
places it is smart to place them at an ang 
or in some casual manner much as is dot 
with the familiar scroll card that has be 
quite popular. 

The irritability that sometimes seizes eve: 
the most energetic cardwriter when windin: 
up the mad Christmas season, what with thx 
furious clamor from every department fo: 
window and interior cards, results in a ten 
dency to throw almost anything together in 
an attempt to meet the demand. Quantity 
and speed tend to be the theme, with attrac 
tiveness running a bad second. But once 
we get on a production basis, once we get 
the components of an attractive, quick-action 
card stacked within easy reach, the task is 
much easier and the card exceedingly mor 
attractive. 
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Fruit Display Service 
installs 74,678 Units 

In an announcement describing the suc- 
ess of the advertising program used by the 
alifornia Fruit Growers Exchange during 
he 1940-41 season, Paul S. Armstrong, gen- 
eral manager, included the statement that 
the “Sunkist” dealer service division com 
pleted its twenty-sixth season with sixty-six 
men making 125,270 calls and_ installing 
74,678 displays in 3,779 cities and towns dur- 
ing the period. Adding jobber service dis- 
plays and similar pieces distributed to the 
trade through trade advertising and direct 
mail, the total number of display pieces used 
was more than 2,500,000. The comparatively 
new jobber service program includes regular 
bulletins featuring display and sales ideas, 
reaching 11,000 jobbers and their salesmen 


Kaufman Studio Expands, 
Adds Representative 

Franklin E. Hollings, who recently re 
signed as display director of the Richards 
Store, Miami, has joined Ellen Kaufman 
Studio, 333 Fourth avenue, New York City, 
and will represent the firm in fourteen south- 
ern and West Coast states. Hollings will 
apply his creative ability and merchandising 
knowledge in a carefully planned expansion 
program, it is said. The Kaufman studio is 
now in its newly designed show rooms at 
the above-mentioned address, with triple its 
former space for the showing of exclusive 
figures and a new giant decorative flower 
line. The section was designed by H. Isen- 
berg, art director. 


Display Students Aid 
British War Relief 

Working in cooperation with Young 
America Wants to Help, Youth Division of 
the British War Relief Society, students of 
the Display Institute, New York City, re- 
cently designed and constructed three minia- 
ture window displays which were exhibited 
at F. A. O. Schwarz, Fifth avenue, from De- 
cember 5 to 15. The displays depicted the 
particular work done by various age groups 
of young Americans to raise funds to pro- 
vide especially equipped Youth Shelter clubs 
and warm clothing for the needy children of 
Great Britain. 





Manufacturing Facilities 
Expanded By General 

Increased facilities for the manufacture of 
artificial flowers and other related display 
decoratives have been announced by General 
Display Corporation, 140 West Fourth street, 
Cincinnati. The production of this merchan- 
dise was begun in January, 1941, with the 
firm’s stock rooms, manufacturing section, 
and show rooms located in a_ seven-story 
building. General Display has also extended 
its selling area through salesmen in_ the 
Midwest and South and plans further ter- 
ritorial increases soon. 


Christmas Party Planned 
By Chicago Club 


The Display Sales Promotion Club, Chi- 
cago, will hold its annual get-together in the 


form of a Christmas party at the Panther 


room of the Hotel Sherman, Wednesday, 
December 17. Elaborate entertainment has 
been planned. 
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Every business organization has a story 
of some sort to tell the public—something 
of its services, its facilities, the explanation 


of intricate processes used in making its 
products, its relationship to the general busi- 
ness scene. Institutional advertising in vari- 
ous forms has been used to put over the 
story of many a firm, ranging from the all- 
too-familiar picture of the plant and an 
other of its president to the skillful, inter- 
esting publicity in our consumer magazines 
today. 

Display, of course, has not been neglected 
in the telling of this institutional story, and 
more and more companies are turning to this 
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medium because it has the ability to tell a 
complete story graphically, dramatically, 
and practically at a glance. 

The Gilbert Hall of Science, New York 
City, is using displays of the type pictured 
in the small illustration to tell the tale of 
“Toys that Teach.” In the new exhibit which 
opened recently there are literally dozens 
of displays, most of them operated by the 
spectator by an electric push-button, which 
show Gilbert products in actual use. 

A new reception room just completed for 
the rayon department of the du Pont Com- 
pany, at its New York City offices in the 
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netitutional Story 
Terms Of Vision 


Empire State building, dramatically co: 
bines modern interior decoration with 
educational story in three-dimensional di 
plays. The room was designed and execut: 
by Ad-Pro Displays, New York City, und: 
the supervision of Maurice H. Mogules« 
Plastic miniatures of cotton plants a1 
spruce trees symbolize cellulose from whi 
rayon yarn is derived. Plaster hands hold 
ing vials represent the chemical transfo: 
mation into spinning solution, while the dif 
ference between the hardening of filaments 
by the cellulose acetate process and the 
viscose process is dramatized by stylized 


models of the equipment. For the finished 
yarn, plaster skeins and cones are displayed, 
and a large chart has sketches of its many 
uses by fabric manufacturers, together with 
statistics of its growth. 

Coal, water, and air—the basic elements 
of nylon—are symbolized by scenes of a 
coal mine, a waterfall made realistic with 
cellophane, and a little windmill. Nylon 
flakes show these elements combined by 
chemical engineering. The rest of the dis- 
play tells of nylon’s availability in sheeting, 
filament, yarn, moulded forms and in solu- 
tion, illustrating fabricated articles witb 
sketches in blue on a transparent plastic 
panel. 

Similar use of display was made recently 
by the Consolidated Edison Company of 
New York to show the part of this utility 
in the national defense program. Used at 
the Civilian and National Defense exposi 
tion in Grand Central Palace, the display 
employed posters in dramatic fashion, to 
gether with actual three-dimensional models 
ot factory buildings. A double-sided ex- 
hibit, with aisles on four sides, the dis- 
play occupied an area of 35 feet by 18 feet 
The main portion of the exhibit included 
motion. It was the work of Raymond M 
Martin, the firm’s art director, and his staff 











gr 











DECEMBER, 1941 


M. W. Adams Dies 
In Auto Accident 


Marion W. Adams, for the past twelve 
years in the display department of Wm. H. 
Block Company, Indianapolis, died Novem- 
ber 15 from injuries received in an automo- 
bile accident a few days earlier. Adams, 33, 
was being driven to his farm home by Paul 
Porter, also of Block’s display department, 
and Mrs. Porter when the car skidded in 
loose gravel, turned over, and struck an on- 
coming car. Both Mr. and Mrs. Porter were 
injured, but not seriously. 

In addition to being employed at Block’s, 
Adams for a short time was in charge of dis- 
play for Robertson Brothers, South Bend. 
He served for several years as an aviator 
with the 113th Observation Squadron of the 
Indiana National Guard. He is survived by 
the widow, a baby daughter, a brother, and 
his parents. 





“Prepare For Tax Payments,’ 
Warns Treasury Department 


Apparently convinced that increased 
come tax payments are going to come as a 
shock to many when next March 15 rolls 
around, the United States Treasury depart- 
ment has issued a set of tables showing the 
approximate tax which must be paid for 
various incomes. The charts show salary 
ranges from $750 to $25,000, for unmarried 
individuals up to heads of families with 
three dependents. On a $5,000 income the 
taxes range approximately from $483 for a 
single person with no dependents to $219 
for a married individual living with hus- 
band or wife and having three dependents. 
The Treasury department urges tax-payers 
to purchase Tax Saving Notes in order to 
prepare for March 15. 


in- 





“Sew And Save" Contest 
Set For February 21-28 


The annual window display contest held 
in conjunction with National Sew and Save 
week will be held this year during February 
21-28. Cash awards will be made to display 
managers of stores installing the best win- 
dows featuring fabrics, patterns and notions 
and selling the theme of the project. Two 
classifications take care of both large and 
small stores, with identical prizes for each 
group. Awards are, first, $100, second, $50. 
In addition, $2.50 will be paid for each 
5-by-7-inch photograph, or larger, of dis- 
plays submitted. Complete details can be 
obtained from National Needlecraft Bureau, 
385 Fifth avenue, New York, N. Y. 





George Lucius Dies; 
With Lorillard 

George Henry Lucius died at his home in 
East Orange, N. J., on November 15 after a 
lengthy illness. Sixty-nine years old, he had 
been for many years in charge of the window 
display advertising of P. Lorillard Company, 
tobacco firm. 





Change Of Location 
For Branch Office 

M. M. Salt, Excelsior Window Trimming 
Corporation, New York City, announces the 
removal of the company’s branch office in 
Newark to 137 Washington street. It was 
formerly located at 92 Central avenue. 


BENT- 
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Something NEW for '42 


BOARD 


IN NATURAL WOOD AND MARBLE FINISHES 
Made of 
United 
States 


Gypsum 
Hardboard 





BENT-BOARD is a ‘natural’ for many display purposes . . . and 
now that it's available in beautiful wood and marble finishes it 
will find even more uses in the display scheme. 


The illustra 
tion at the 
right can only 
suggest the 
beauty of 
these panels. 
See the real 
thing . . . ask 
your display 
material 


dealer to 
show you his 
samples. 





Just the thing for spring. Available in prima vera, walnut, hare- 
wood, dark mahogany wood finishes . . . and in Italian Sienna and 
Italian black and green marble finish. Each panel is finished in 
5 coats and affords a finish that will stand up for years. See 
your BENT-BOARD dealer for further information, or write direct 


to us. 


HARVE FERRILL & CO. 


National Distributors 
2635 SOUTH WABASH AVE., CHICAGO, ILLINOIS 


. 5 Ss {I ORDER 
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—Here is a practical fixture built to 
mask two posts and provide generous 
space for temporary display or for a 
permanent department. 
be made entirely of wall board at very 
little cost. The open center can be filled 
in with shelving if necessary. Shown here 
as a Hat bar, it can be used for almost 
any line of merchandise— 





—This clever post decora- 
tion can give a fillip to 
any department featuring 
Southern resort items, or it 
could be used as the theme 
for a window display. The 
entire piece can be cut 
from wall board except the 
dowel rod and loaded ban- 
dana, which should be the 
real thing— 








The "bar'' can 


—Candy sales can be increased if a 
candy cart is used. This can be moved 
to different spots each day as desired. 
If possible, feature one item of candy at 
a price. The cart naturally has many 
other uses as well—vmillinery, slippers, 
handbags, and so on. In many cases the 
merchandise will suggest the cart's de- 
sign— 


—This unit is an excellent treatment for a table-top showing of 
children's wear. The two cut-out giraffes hold a rod from which 
garments are suspended on regular hangers, making possible the 
showing of much merchandise and keeping it presentable at the 
same time. The table top itself can hold neatly folded garments, 
in boxes if possible. Cut the giraffes from 14-inch wall board or 
from fir plywood. Paint them in natural colors—fawn-colored body 
with large contrasting spots of brown— 
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Organic Design Displays 
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—This group of displays is the work of Laszlo Gabor, whose windows and 
interiors for Kaufmann Department Stores, Pittsburgh, are outstanding. 
The Organic Design exhibit showed furniture designed for a competition 
sponsored by the Museum of Modern Art. The different settings include 


a window display, interiors, and a close-up of the entrance to the exhibit, 
with an out-thrust canopy and vine to open up the section invitingly. The 
careful partitioning, use of screens, and well-planned color of each wall 


gave an intimate, authoritative effect— 








It is hard to describe these displays, as 
we haven't yet thoroughly determined just 
what it is we are doing. This we do know: 
no matter what name people give this type 
of display, they do stop to look and tell 
their friends about it. Some of the remarks 
we have overheard have been highly amusing 
to us and we, more than anyone else, have 
had a lot of fun and laughs over these 
windows. 

To go back to the beginning, we had 
become tired of installing “pretty” windows 
and “selling” windows. <A special opening 
was just ahead and we wanted to do some- 
thing different. 

We admire the work of Salvador Dali 
(although we can’t say we understand it) 
and it was as a result of reading an article 
in the American Weekly, entitled “Dali’s 
Daffy Day,” that we began to think along 
these lines. I don’t mean that we are at- 
tempting surrealism, as we don’t understand 
it thoroughly enough. But we did take the 
tip that Dali has made himself famous 
through making himself seem “two notches 
higher than a fox in I. Q.,” to quote the 
article. 
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By T. DeKALB KEY 
The Fisher Company, Tacoma 


So we all went into a trance and attempted 
to capture some “hypnogogic images” on 
which we hoped to develop some sort of 
startling displays. Of course we observed 
some definite limitations. We could not be 
overly grotesque or employ any objects that 
would be repulsive. Above all else, the mer- 
chandise had to be well displayed and the 
center of interest. 


With this in mind we developed, through 
extension of the practical into the ridiculous, 
a battery of “you-name-it” displays. 

We regret that the photographs do not 
show the colorings, as we gave considerable 
time and thought to this phase of the dis- 
plays, using vivid color contrasts between 
background and merchandise and keeping 
the properties and fixtures in analogous re- 
lation. 


In arriving at our color schemes we at- 
tempted to destroy all our preconceived ideas 
on color harmony and develop what we con- 
sidered relatively pleasing association, al- 
though they might be definitely opposed to 
custom. For example, in the window show- 
ing the two dinner dresses of identical pat- 
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“You=Name-It’’ Displays 


tern the background was fire-engine red, t! 
melting arch pastel red-violet, the mann 
quins deep red-violet, the foliage purp! 
orange and moss-green, the jewel-box de 
green velvet, the floor gray-green, the e) 
green and violet, one dress bright yello 
with Kelly green and scarlet accessories, t! 
other Kelly green with scarlet and violet 
accessories. 

This caused no end of discussion, as y 
carn imagine. People told me, “You can 
put red and purple together;” others said 
“They are perfectly wonderful!” 

Well, taking it all in all, I think it has 
been a successful venture. The fruits of ou 
distorted imaginations have been the center 
of discussion at many a fireside. We've bee: 
baffled by the barrage of questions fired at 
us from all fronts. The management was 
pleased because the people did talk. Th 
buyers were pleased because the more “arty’ 
people snapped up the merchandise. We 
the display department, are happier thar 
the rest because on top of having a lot of 
fun for ourselves we were able to amus¢ 
so many people and serve our store well by 
direct sales results. 
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Letter Writing Week 
Contest Results 

The following have been awarded prizes 
in the annual display contest sponsored by 
the Stationery Manufacturers Association. 
First and second prizes in each group were 
$100 and $40, respectively. Department 
stores: first, O. E. Wheete, Sears, Roebuck & 
Co., Tulsa; second, Russell Roe, Fandel’s, 
St Cloud, Minn. Stationers: first, H. R. 
Wilson, Horder’s, Inc., Chicago; second, 
John W. Graham Company, Spokane. Va- 
riety chain stores, first, Store No. 96, F. W. 
Woolworth Company, Seattle; second, Store 
Nc. 18, F. W. Woolworth Company, Roches- 
ter, N. Y. Drug stores and other retailers, 
first, Webb & Rogers, San Rafael, Calif.; 
second, Watson’s Drug Store, Orange, Calif. 





Lewis Peters Joins 
Harve Ferrill 





Harve Ferrill, president of the company of | 


the same name at 2635 South Wabash ave- 
nue, Chicago, has announced the appointment 
of Lewis Peters as head of the display de- 
signing and production department. Peters 
for a number of years held a similar position 


with Raymond M. Price & Associates, and | 


has wide experience in the design and pro- 
duction of all types of displays and dealer 
helps. 


John Carr Joins 
The Vogue 


For the past four years in the display de- | 


partment of the John Shillito Company, Cin- 
cinnati, John E. Carr has resigned in order 
to accept the position of display manager 
for The Vogue, Chattanooga specialty shop. 
He succeeds Emmett White, who resigned 
several months ago. 


Hardy Appoints 
New Display Head 


Wm. D. Hardy & Co., Muskegon, Mich., 
has announced the appointment of Ivan J. 
Joslin as display manager. Joslin was for- 
merly with Glasgow's, Jackson, Mich. He 
succeeds B. L. Bennett, who resigned re- 
cently to join a local radio station as script 
writer. 


Paul Wertz Resigns 
Post At Fair 


The resignation of Paul L. Wertz, for- 
merly in charge of display for The Fair, 
Chicago, has been announced. He will leave 
the store on January 1 after being with the 
company for some ten years. His plans have 
not been announced. 


Stensgaard Addresses 
Boston Ad Club 


W. L. Stensgaard, W. L. Stensgaard & 
\ssociates, Inc., of Chicago and New York, 
was the principal speaker at a recent lunch- 
eon meeting of the Boston Advertising Club. 
He spoke on “Piping in the Force of Na- 
tional and Local Advertising.” 
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A— "South American" 
papier maché head, life 
size, brilliant in ass. col- 
ors ; we | 


of sparkling and ingenious 





B—Skating Figures w. 


Creators seltand aackamene as 
Manufacturers “frozen lake'—ass. poses 
and costumes. 18" high. 

$4.75 


THREE-DIMENSIONAL DISPLAY UNITS 


Prices for B, C, D: 
24" high $6.75 
36° Neh i. .:::.. $9.75 


C — Ship, freestanding, 
halfround, white glossy 
paper. 

18" high 00.0000... $4.75 








ne 


Skating Also Skiing and Resort 
ee W : 
Skiing we Figures at same 
prices as above. 


Resort Wear 
White Sale 


Early Spring D—Seahorse Unit for all 


Easter accessories, lightblue with 
P - rose foil shell. 
Special Promotions 18" high $4.75 


Units can be supplied as 
background panels on request 


See our showroom! 


15 EAST 22nd STREET 
NEW YORK CITY 
Tel.: GRamercy 7-3650 








"YOU be the JUDGE” 
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Art Poster Board 
1100 Series 
Process Board 
Out-Dor Board 
Illustration Board 
Mat Board 
V-Neer Finish 
Cut Letter Sign Board 
Display Blanks 
Melton Mounts 
V-Neer Menu Cover 
Mounting Board 


/ Crescent Bristol 
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| (CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. CHICAGO, ILLINOIS 




















One of the most often asked questions in 
the art department of any studio is the time- 
honored question, “Gee, but that’s pretty 
but what is it?” About that time, after hav- 
ing struggled with an idea until the pencil 
marks become a gray haze in front of the 
designer, he is ready to throw the nearest 
heavy object in the general direction of his 
questioner. 

Upon close examination though, from a 
purely philosophical standpoint, we might 
well ask ourselves the same question many, 
many times each day, and see to it that we 
can answer that query to our own satisfac- 
tion with every step we take in designing. 

The most satisfactory method of arriving 
at a sensible, practical design is to ask our- 
selves this over and over again, and to see 
if we can sensibly answer the question for 
ourselves. True enough, many times we can 
not give ourselves a satisfactory answer, and 
right then is the time to start all over again 
until our thinking. leads us in a_ straight 
line to the desired result. In so doing, we 
are working in reverse, or backwards. 

Working backwards is the best way to 
work forward. That axiom is best proven 
in any creative work. Our work especially 
needs this kind of thinking, as it is our job 
to assemble into a limited space, without too 
much wordy explanation, a_ representative 
group of all of the merits of not only the 
product we are selling for our client, but 
of the plant which manufactures the product, 
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By J. FLEMING 
Hartwig Studios, Milwaukee 


the integrity and prestige of the makers, the 
mode in which they handle their market, and 
the personality of all their policies. We have 
to work around the problems of show rul- 
ings, material availabilities, costs and bud- 
gets, production schedules and sales, within 
our own organizations, as well as the per- 
sonal preferences, characteristics, methods of 
buying and general personality of the client 
and his organization. With all these star- 
ing at us from the corners of our minds as 
we sit down to design a “silent salesman” 
for them, our best bet is to take careful in- 
ventory of all these things long before we 
put a line on paper. Too much sketch paper 
and human energy is wasted trying to take 
just a design that looks beautiful, and fit all 
the elements into it. It’s best to take these 
items into consideration first, and plan 
around them, just as an architect plans 
around the restrictions of building codes, lot 
size, zoning restrictions and available mate- 
rials. Our best work is done in this manner, 
and the number of sketch refusals and revi- 
sions is cut down to a much needed minimum 
by doing so. 

When we create a design, most of the 
limiting factors follow a given path, depend- 
ing upon what we are designing. In the de- 
sign of commercial exhibits, the most impor- 
tant factors we have to contend with are: 
show rulings, client requirements, studio 
costs and production, and anticipated mar- 
ket. In the following lists I have general- 
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Display Studio broblems 


XXXIX. THE PRACTICAL SIDE OF DESIGN 


ized, using only the most important item 
necessary to the successful design of a trad 
show setup. All of these questions shoul 
be answered in our minds before we make 
line on paper, and each given careful con 
sideration. 

Show Rulings (these vary with the show 
but the following should be known): size 
location and physical dimensions of th 
booth space. Height limitations, depth o 
backwall and extension of side dividers 
Type of equipment furnished by the show 
management, if any. Sources of power, type 
and amount. Sources of gas, air, water, etc 
Course of traffic within the hall. Size lim 
itations of service elevators, ramps and de- 
livery platforms. Facilities for handling ex 
hibit parts, as well as personnel. Restrictions 
as to noise, distribution of literature, public 
address systems, etc. Names, if possible, of 
adjoining exhibitors. 

Client requirements hinge not only on the 
above, but also on: feasible method of un- 
usual display of his product; ultimate budget 
or maximum cost to the buyer of the display 
parts; suitable sturdy crating of itinerant 
units, or satisfactory one-way packing of 
temporary exhibits; deadline date of preview 
and shipping to exhibit to avoid unnecessary 
last-minute rush (I hope there are some ex- 
hibitors reading this); production facilities 
of the display studio; simplified construction 
to make possible easy erection of the dis- 
play; quality craftsmanship within the scope 
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if time allowed and cost set for the exhibit. 

Production and cost are the display stu- 
lio’s problem, so the designer must bear in 
nind the following: types of material to be 
ised, limitations and cost of each; degree of 
ficiency in the use of materials to eliminate 
waste; elimination of “ginger bread” effects 
that take much time, with small effect; on 
last-minute display orders, knowledge of 
production schedules and possibilities of the 
shop. 

Anticipated market embraces the follow- 
ing: direction of product and essence of the 
display to the proper market and type of 
person (see “John Q. Public,” December is- 
sue of DISPLAY WORLD); ethical meth- 
ods of approaching that market; facilities 
for the comfort and convenience of market. 

One can readily see a thousand other lim- 
itations as applied to other fields of en- 
deavor within the display studio. The im- 
portant factor is that if some one of these 
important restrictions or requirements is not 
thoroughly thought out before or during the 
designing of the display, that and its related 
points will stick out like a sore thumb in 
the mind’s eye of the display buyer, and 
defeat all our efforts to do a real job for 
him in selling his product to our friend, 
J. Q. Public. Also, if we just “fly at” a de- 
sign, forgetting these things, we often find 
ourselves disgusted with the design because 
it “just won’t work out right.” 

So we find that the tools we need most 
before starting to design anything, including 
displays, are full information on all the 
things not to do, so that like a good foot- 
ball player, we can find our way to a de- 
signing “touchdown” by avoiding the “tack- 
lers” that we have spotted before the “play” 
starts. It’s working backward, all right, and 
it may take a little longer than the salesman 
likes to wait, but when we're through, he 
and we both have much more solid footing 
and confidence in our efforts to put our 
client’s product before his market, because 
no matter what question our client asks 
about the design, we have a reason for hav- 
ing designed the display in the manner in 
which it is presented. No, we're not always 
right enough to have the client buy the de- 
sign “cold,” but inevitably he has more con- 
fidence in us if our design is backed up by 
logical thinking, practical knowledge and 
good design. The sketch should show that 
thinking to be essentially good, and born 
of a true regard for the client’s product, his 
pocketbook, and his opinions. 

Above all, that sketch must be truthful, 
and must show things as they will really 
look when the idea is completed. It fol- 
lows most logically, then, that after the 
rough idea has been conceived designing 
must be done on the drafting board, rather 
than on the sketch pad. To properly deter- 
mine contour, relative sizes and shape, phys- 
ical dimensions for the planning of econom- 
ical material use, and many other things we 
must start by putting down the cold dimen- 
sions of the basic items to be displayed in 
scale form, and build up a true picture of 
the display in our minds before we can 
render a conscientious perspective of our 
proposed construction. Distorted perspective 
is a lie, and “glamorized” sketches do little 
more than “type” a designer's technique. 
The client wants to know how the display 

[Continued on page 46] 
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Hansen Vest-Kit. Packed ; — 

(sendin gar tte & even . ae io faster 7 

of 5,000 staples. _ neater, more attractive—have increase 
selling power—with more selling hours—when 
installed with HANSEN one-hand Tackers 
(Kling-Tite and Hansco). 


Another Hansen time-and-steps saver is the 
VEST-KIT that fits the vest pocket and supplies 
a ready, steady supply of staples. Kit is of 
special design for rapid removal of staples. 


Use this Hansen Tacker-and-Kit combina- 
tion to put your display and sign work on a 


more efficient basis. SEND YOUR ORDER. 
A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 











NU WAY TO DISPLAY TROUSERS 


eCustomers’ Self- Se 
Help Display . 


fora 


eMore Efficient < , 

eLabor Saving “T THE DOUBLE 
Holds the trousers | / HOOK REMOVABLE 
smoothly in perfect or- — , TROUSER HANGER 


der on racks or in cabi- 

nets, creating orderly display at all times. All inquiries will 
receive prompt attention. 

Nu-Way Trouser Hangers can be used on single or double 
racks, wall cases, shelving space, revolving cabinets or floor 
panel cabinets. Let us solve your trouser display problem. 





Patent No. 2,087,149 7/13/37 
Vv vi 


ra 
A. 


EXCLUSIVE NU-WAY ( 
SPECIALTIES 


SLACK SUIT HANGERS—Very popu- 
lar. Permits hanging of the slack 
suit full length. Makes a neat dis- 
play and quickens selling. 


SKIRT HANGERS—Will improve the 
appearance of your skirt department. 
Can be used on any size hang rails 
or floor racks. 


METAL SIZE DIVIDERS — Big selling | 
help for bulk displayed merchandise. mm 
Removable celluloid numerals. Pay } { 
for themselves. . — 


Write for Illustrated Folder and Price List 


NU-WAY FIXTURE FACTORY, 424 2nd St., Santa Rosa, California 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS === 





—This revolutionary shoe-lace 
dispenser won a top award 
in the display classification 
of the annual Modern Plas- 
tics competition. Made of 
transparent Monsanto ''Vue- 
pak," by Design Center, New 
York City, for Hutmacher 
Braiding Company, Paterson, 
New Jersey— 


—Honorable mention in the 
Modern Plastics contest was 
awarded this unit, also of 
"Vuepak," designed by the 
Tel-A-Tale Motion Sign Com- 
pany in collaboration with 
Design Center, Inc.— 


—Hiram Walker's “Imperial” 

: ; display emphasizes "Two Big 

PEAT yg ce000t oe aa 4 Reasons,’ with elephants to 
ORE te : : symbolize the slogan. Each 

} beast holds a bottle of “Im- 
perial" in his trunk, while a 

giant bottle is at one side— 


—A gaily dressed quartette 

embellishes holiday packages 

for Carstairs Brothers Dis- 

tilling Company, Inc., New 
York City— 


—This cake of ice is so real- 
istic that the spectator feels 
sure it is actually melting. 
The effect is gained by pour- 
ing water over the glass ice 
and letting it stand in the 
tray. The lower portion of 
the glass has been sand- 
blasted to heighten the illu- 
sion. Originated and devel- 
oped by exclusive contract 
with the 7-Up Company, St. 
Lovis— 


— National Carbon Com- 

pany, Inc., New York City, 

is supplying full-color litho- 

fe graphed displays, of which 

i, Cree Be oe § an example is pictured, to 

<yuut Ott PARTMENT v St eae i As syndicate stores. They are 
ELECTRICAL 8 ; i ee ee 7) produced in third-dimension, 
ig Re bites Oe . » with ample shelf space and 

EVEREADY ce - Sx tay Ula , 1 heey “signpost design. —Litho- 


ERIES BA aie eared graphed by Forbes Litho- 
FLASHLIGHT ony ‘ “7h , ’ 2 graph Company, Boston— 


—United Drug Company de- 
veloped this three-piece dis- 
play and it is being shown 
in thousands of Rexall stores. 
Flanked by two die-cut 
pieces symbolic of the well- 
known caduceus, the center 
piece represents the pharma- 
cist's prescription record 
book. Lithographed in color 
by Forbes— 
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Milwaukee Club Adds 
ven New Members 

At the November meeting of the Milwau- 

Display Club, at the Hotel Schroeder, 

te: new members were added to the organi- 
zation’s roster, making a total membership 
it fittv-one. Practically every member of 
ihe group was present for the meeting. 

[le teatured speaker was Ted Froemming. 
cit, alderman, who spoke on “The Impor- 
tance of a Uisplay Club to the Community.” 
The follow. @ nominating committee was 


appoinied in eparation for the regular 
election of oth o1: in January: Jack Flem- 
ing, Hartwig ‘:.‘ios; John Randa, Niss 
Furniture Compa:.. and Eugene Banazak, 
Bitker Gerner Cum, «ty. 

Refreshments, fur. hed by Louis Best, 


club member and pres. - ‘nt of the Best Lum- 
ber Company, followed 1. ° business meeting. 
The annual golf turnament between the 
Milwaukee and Chicago display clubs, held 
recently, was won by the Ch:cago group. 





Carmen Miranda Mannequins 
Featured By Bonwit's 

In conjunction with the opening in New 
York City of the musical, “Sons O’* Fun,” 
co-starring Carmen Miranda and Olsen and 
Johnson, Bonwit Teller devoted a series of 
Fifth avenue windows to “Brazilian Bra- 
vura,’ using eight life-size mannequin 
“twins” of the exotic singer. The figuvzes 
were fashioned from life by Lillian Greneker 
and created by Greneker Studios, New York 
City, with the advice of Bonwit's display 
manager, Tom Lee. The mannequins are 
said to be capable of new poses made pos- 
sible by flexible legs and rubber toes which 
permit a natural bend of the foot. 





Maharam Fabrics Holds 
Annual Election 

The annual election of Maharam Fabrics, 
Inc., 130 West 46th street, New York City, 
was held recently. The board of directors 
named Joseph Maharam to the presidency, 
succeeding Louis Maharam, deceased. Ar- 
thur Maharam was elected vice-president, 
Samuel Maharam, secretary, and Mack 
Maharam, treasurer for the coming year. 
Expansion plans, providing for a 50 per cent 
increase in space for their headquarters, 
were discussed. 
OPA Position 
For Stauffer 

K. E. Stauffer has left the Kroger Grocery 
& Baking Company, Cincinnati, on a leave of 
absence in order to serve as a senior busi- 
ness analyst in the Office of Price Adminis- 
tration, Washington. Stauffer for several 
years was in charge of display for Kroger’s, 
but since the appointment of H. R. Schoen- 
laub as display manager two years ago has 
confined his activities primarily to advertis- 
ing and business analysis. 





Change Of Address 
For Johnson 

Charles F. Johnson, manufacturer and dis- 
tributor of “Buttress Board,” is now located 


at 1222 South Ogden drive, Los Angeles. | 


He was formerly at 810 South Spring street, 
of the same city. 
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Announcing 
A NEW and IMPROVED SERVICE for 


MANNEQUIN REFINISHING 


For nearly a score of years I have refinished mannequins for prominent 
retail stores everywhere, working by appointment on their premises. Often 
the lack of adequate facilities and space has made this method unsatisfactory. 

To overcome this condition I have equipped a modern studio where 
the refinishing of mannequins of all makes can be done under ideal work- 
ing conditions. This makes it possible for me to guarantee the return of 
your mannequins equal in finish and durability to the original factory finish. 


SPECIAL SHIPPING CASES FURNISHED 


I furnish specially designed cases for shipping your mannequins to my 
studio. No packing experience is required. All express charges prepaid. 
Mannequins fully insured until returned to you. Reasonable rates for beth 
repairing and refinishing. 

H. H. Wigs of the latest design furnished to order at reasonable prices. 


Write for Complete Information 


L. M. BRENAN 


6117 E. 10th ST. INDIANAPOLIS, IND. 











Labor and Material Costs on the Upswing! 


tock EATON GRASS MATS Now 


Prices Still Down ... Delivery Prompt 


@Now is the time to stock a full supply of Eaton Grass Mats for next 





year's display needs. Protect yourself against price increases! You can 
safely keep Eaton Grass Mats almost indefinitely—they're fire-proofed, 
mildew-proofed and power-dyed to keep their brilliant green appearance. 
Order from your display jobber NOW. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 








Merry Christmas 


AND A 


Joyous New Year 


TO ALL OUR FRIENDS 


VICTOR HAIDA DISPLAYS, INC. 


149 WEST 24th STREET, NEW YORK CITY 
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NATHAN SILVERBLATT 
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OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

Practical Service to the Display Profession 

and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 


“a 
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The Part Of Displaymen 
In The War Effort 


Our country has been at war for the 
past week. During that time we have wit- 
nessed acts of aggression of unbelievable 
treachery. There is little point in dilating 
on that theme. What has happened, has hap- 
pened. We turn now to the all-out effort 
which winning this unprovoked war will re- 
quire. 

The attack on Pearl Harbor served one 
useful purpose; it shocked the American 
people as nothing else has ever done. It 
showed us that we are not as strong as we 
had thought. It showed us that our previous 
defense effort must be expanded drastically. 
It confirmed our belief that the Axis powers 
will stop at nothing. But it also made this 
nation a unit, a truly united country with a 
single primary purpose: to strike back again 
and again with every bit of power we possess 
until Germany and Italy and Japan are 
crushed. 

We have much to be thankful for. Under 
the far-seeing guidance of our president our 
production of planes and munitions and 
tanks and the other factors of war has 
reached a point which would otherwise have 
been impossible to attain for long months to 
come. We were not caught entirely unpre- 
pared. But let no one deceive himself; this 
will not be a quick war, or an easy war. It 
will take everything each of us has in the 
way of strength, determination, energy, will. 
Although we are a united nation, the effort 
must come from individuals. And the effort 
must be great. 

The form of service displaymen can render 
takes two parts: to do the customary job 
and do it well, and to devote as much time 
as possible to the war effort. The more 
fortunate will be privileged to serve their 
country in the armed forces; many of us 
have already volunteered for any form of 
civilian defense duty; others will have to 
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serve in other ways. It remains, for the 
present at least, for the individual to decide 
where he can be of the most service to his 
country and to give everything possible to 
his added duties. 

As for the use of display, undoubtedly the 
government will inaugurate a display divi- 
sion as a part of its publicity program. But 
in the meantime the individual displayman 
can take the initiative through the use of 
institutional displays dealing with the vic- 
tory we must achieve and the work necessary 
for it. In England such displays have taken 
various themes: the need to conserve old 
metals, methods of preserving and saving 
food, pleas for the purchase of war bonds, 
instructions for black-out precautions, what 
to do in case of bombing raids—a hundred 
related subjects. Display can sell necessary 
facts to the public just as it sells merchan- 
dise. 

Displaymen are urged to consult their 
local civilian defense council to see what it 
is most desired to publicize for the present. 

There will probably be no national display 
program for some time to come. When it 
does come, it is to be hoped that experienced 
displaymen will be selected to serve on its 
advisory board, so that the confusion and 
delays which have been experienced in other 
countries will not happen here. In New 
Zealand, for example, the government has 
shown a strange indifference to enlisting 
display’s help, in spite of the continued ef- 
forts of one of the country’s most prominent 
display factors to show what display can 
do. In England, after long urging by dis- 
playmen and the English publication, “Dis- 
play,” the Ministry of Information finally 
embarked on a display program which has 
been more characterized by its sporadic, un- 
planned nature than by its success. In spite 
of which, displaymen in both countries have 
given lavishly of their available display 
space to publicize the war effort. American 
displaymen must do the same, without wait- 
ing to see what action the government will 
take. 

In Germany, where display has long been 
under the control of the Nazis, it is employed 
constantly for state purposes; quoting from 
the Chicago Daily News: “Early in June the 
Reich retail control agency ordered that 
store windows must display only goods 
available for sale. This had a double aim, 
according to the Frankfurter Zeitung: first, 
to abolish provocatory reminiscences of pre- 
war plenty, and second, to prevent shop- 
keepers from using their windows as store- 
houses against rising prices on disappearing 
items. . . . An exception is made for firms 
dealing in special goods no longer available. 
They may place single items of these lines 
in the windows to indicate the type of busi- 
ness, but the displays must be marked ‘ex- 
hibition.’ . As long as a year ago many 
German shop windows bore signs reading 
‘only advertising.’ ” 

In America we still have the right to use 
display as we see fit. Let’s remember al- 
ways to use as much of it as possible for 
patriotic purposes. Window or _ interior 
space employed in this manner will bring 
double returns—in good will for the store, 
and as a real help toward victory. 

The war makes a tremendous demand on 
all of us. American displaymen will do 
their part. 
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Congratulations To "Dwig" 
And The Chicago Club 


DISPLAY WORLD takes much pleasu: 
in reporting the bestowal of a long-overdu 
honor on L. J. Dwiggins by the Displa 
Sales Promotion Club of Chicago. Know: 
and liked by every displayman in and around 
Chicago, as well as many throughout th: 
country, “Dwig’” was recently presented 
with a gold wrist-watch by the club he has 
served so long and so well—voted to him 
unanimously, with the best wishes of the 
organization. 

“Dwig” has been a figure behind the scenes 
in Chicago display circles for many years. 
Quietly and efficiently he performed every 
duty asked of him, and added many others 
on his own initiative—not for glory, but be- 
cause of a sincere desire to serve. As a 
matter of fact, he has become adept at side- 
stepping public acknowledgement of his 
many helpful acts. 

“Dwig” has been of inestimable help to 
a long line of Chicago club presidents in 
working out programs, stretching club dol- 
lars to the breaking point, and in building 
up attendance at meetings. Working with 
Carl Gestrine, program chairman for the 
last International Association of Display 
Men convention, without spending a dollar 
he succeeded in securing every speaker who 
appeared on the program. 

Wherever he goes he spreads his belief in 
the value of display in modern sales promo- 
tion, and this has been a large contributory 
factor to his success as a salesman for the 
Reyburn Manufacturing Company’s Chicago 
office. 

Always a_ sports. enthusiast, “Dwig” 
starred in canoeing and long distance run- 
ning as a youth. His present hobbies—not 
counting display—are tennis and golf. 

We join with the Chicago club in honor- 
ing L. J. Dwiggins. It is a tribute well 
deserved. 





Foreign Display Interest 
Continues To Grow 

Indicative of the interest in display in for- 
eign lands is the list of countries to which 
DISPLAY WORLD is going at present, in 
spite of the world-wide war: Argentina, 
Africa, Australia, Brazil, British Guiana, 
Chile, China, Colombia, Costa Rica, Cuba, 
Canada, Denmark, Dutch Guiana, Ecuador, 
England, Finland, Dutch East Indies, India, 
Ireland, Jugoslavia, Mexico, Manchuria, 
Panama, New Zealand, Scotland, Siam, Swe- 
den, Switzerland, Russia, Tasmania, Uru- 
guay, and Venezuela. 





Wagner Wins Another 
Display Contest 

First prize in the National Men’s Shoe 
week display contest has been awarded to 
George H. Wagner, J. L. Brandeis & Co., 
Omaha, for a window based on the theme, 
“America’s Best for American Men.” Sec- 
ond prize went to Irvin Riga, Potter Shoe 
Company, Cincinnati, whose display showed 
different styles on six turntables in the fore- 
ground backed up with the slogan “An All- 
Around Autumn Selection.” 
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Form National Association 


Of Display 


A new display organization, to be known 
as the National Association of Display In- 
dustries, was formed at a meeting held at 
the Hotel Pennsylvania, New York City, the 
evening of November 27. An estimated 125 
display factors, principally from New York 
City, were in attendance. The formal or- 
ganizing session followed several prelimi- 
nary meetings held during the past several 
weeks. Now that the organization has been 
completed, plans are being made to bring 
it immediately to the attention of display 
manutacturers and jobbers throughout the 
country. 

The meeting was called to order by Nich- 
ols Hall, Copeland Studios, after which Al 
Bliss, Bliss Display Corporation, presented 
the report of the organization committee, 
members of which were Ralph Adler, Jas. B. 
Williams, Inc.; James McNichol, Bulkley, 
Dunton & Co.; Edgar Rosenthal, Greneker 
Studios; Edwin Stroock, Stroock Display, 
Inc.; L. J. Charrot, L. J. Charrot Company ; 
Nat Siegel, of the company of the same 
name, and Kathleen Rivers, Worsinger Win- 
dow Service. 

Bliss explained the purposes of the meet- 
ing and the new organization and also out- 
lined the benefits it could bring to a repre- 
sentative, active membership. Among the 
expressed aims of the N. A. D. L., Bliss said, 
are the following: 

General promotion of the display field; 
serving as a public relations clearing house, 
to provide lists of speakers on display topics 
for other organizations ; cooperation through 
radio and publication committees; coopera- 
tion with research groups; arrangement of 
traveling display exhibits; the preparation 
and distribution of display literature; uni- 
fied action on the subject of priorities ma- 
terials; compilation of traffic or circulation 
figures to determine the actual selling values 
of displays; survey on consumer traffic in 
order to base costs of displays on tangible 
figures; a traveling exhibit illustrating not- 
able and successful displays. 

James McNichol then spoke on the desir- 
ability of creating plans to encourage more 
regular and earlier buying habits in advance 
of the various merchandising and seasonal 
events of the retail store year. He stressed 
the importance and value of selling this 
idea to display and merchandising managers 
throughout the country by the use of adver- 
tising of various types. 

Ralph Adler discussed the vexing prob- 
lems now before the display industry due 
to defense demands, and outlined methods 
by which the N. A. D. I. could function at 
Washington in order to help solve some of 
these matters for the general good. 

L. J. Charrot spoke on general industrial 
cooperation, pointing out that the display 
industry has long needed such an organi- 
zation as the one just formed. It was men- 
tioned, as an indication of this, that al- 
though those present were from the same in- 
dustry and the same city, many did not know 
the person sitting next to them. 

James L. Fry, managing director of the 


Toy Manufacturers’ Association, spoke in 


Industries 


general terms on the merits of good trade 
associations. 

He was followed by Edgar Rosenthal, who 
read the organization’s by-laws and ex- 
plained the general set-up of the N. A. D. LI. 
The officers, who will be elected in Decem- 
ber, will consist of a president, first and sec- 
ond vice-presidents, treasurer, and secretary. 

Initiation fees for charter members of 
the group are $25. For others it is $35, 
with annual dues of $50. The annual dues 
for associate members will be $35. A number 
of those present filled out application forms. 


Novel Christmas Front 
For Franklin Simon 

One of the most spectacular Yuletide store 
fronts of the season is that of Franklin 
Simon & Co., New York City. The cus- 
tomary facade has been replaced by a forest 
of Christmas trees, towering to the roof. 
Banked almost solid by more than 100 trees, 
each 16 feet in height, the front is spot- 
lighted with 50,000 watts of colored light 
from neighboring buildings and is attracting 
thousands daily. Hidden in the boughs of 
the trees are hundreds of small silvery bells 
which tinkle with every gust of wind. 
Through a 16-foot swath in the trees a sled 
and reindeer transport the familiar figure of 
Santa Claus. The entire bank of windows 
is devoted to children. 


Marquardt Announces 
New Display Items 

The Display Paper division of Marquardt 
& Co., 75 Spring street, New York City, has 
announced a newly-designed background pa- 
per called “Rhythm in Fashion,” consisting 
of shiny black “Crysto Sheen” musical clefs 
and notes on white 107-inch “Wind-O- 
Width.” The material can be obtained with 
harmonizing paper 
streamers and colored balloons. The com- 
line of south- 


accessories of colored 
pany is also featuring a new 
ern wear and cruise display units, done in 
tropical colors, under such names as “Trini- 
dad,” “Calypso Singer,” “Tropical Nights” 
and “Gulf Stream.” A catalogue is avail- 
able on request. 





Don Kester Joins 
Detroit Firm 

After twelve Rothschild’s as 
display manager for the firm's three stores 
in Kansas City, Mo., and the one in Okla- 
homa City, Donald D. Kester has resigned 
to assume charge of display for the Harry 
Suffrin men’s store in Detroit. The position 
includes the coordination of window displays 
with an extensive radio and newspaper ad- 


years with 


vertising program. 


Contest Is Won 
By Bailey 

The $100 prize in the September window 
display contest sponsored by the Crown 
Fastener division of The Spool Cotton Com- 
pany, confined to chain has been 
awarded to A. K. Bailey. McClellan 
Store, Memphis. 


stores, 
the 
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Wu grate- 


ful acknowledg- 
ment of your 
courtesies and the 
evidences of your 
goodwill that 
have made service 
a pleasure tous... 
We wish you a 
Christmas of 


great joy and a 


New Year of 
health and hap- 


piness. 


THE SCHACK 
ARTIFICIAL 
FLOWER CO. 


CHICAGO, ILLINOIS 
































THE ORIGINAL AND EXCLUSIVE 


ELLEN 
KAUFMAN 
STUDIOS 


Designers and Creators of 
America's leading 


@ Millinery Heads 
@ Rubber Hand Units 
@ Masks and Jewel Busts 


Cordially invite you to see their new 


giant flower spring line at their 


NEW SHOW ROOM 


333 FOURTH AVENUE 
(Corner 25th St.) 


NEW YORK CITY 
Tel. GR 3-7242 
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KORRECT-WAY 


AND 


BETTER DISPLAY 


» A Service Institution 
iwith more than 35 years’ 
2xperience in solving 
America's Display Needs 


DISPLAY WORLD 


NEW YORK, GIFT-WRAPPED 
[Continued from page 7] 


snowflakes. Doves of gray suggest the 
heavenly habitat, as do his gold wings, and 
equally heavenly gifts are displayed on the 
steps at his feet. The copy card’s caption, 
“Here comes Christmas,” heralds the excite- 
ment indigent to the season. 

The advent of a hilarious musical was the 
signal for Bonwit Teller (Display Director 
Tom Lee) to devote a bank of windows to 
the South American star, Carmen Miranda. 
For the occasion, a special group of manne- 
quins modelled in her features and cast in 
typical postures were created. Her poses 
were embodied in the position struck for the 
promotion of black jet, furs, jewels, and 
flashing turbans. Footlights banked the 
front of the windows and all copy, accesso- 
ries and simulated tropical fruits were black. 
The series was captioned “Brazilian Bra- 
vura” and won plaudits for which the man- 
nequins may take a bow. This display is 
not shown. 

Another example of the medium being ex- 
ploited so successfully was employed by 
Abraham & Straus (Display Director John 
Rosenberg) in a series which, too, had fam- 
ily life as its theme. In the men’s window 
shown here, the fireplace employed white 
and gold baroque scroll designs as did the 
mirror hung above it. The wall brackets 
used paper scroll work and candles were 
made of metallic paper. Gold cherubs act 
as andirons holding gifts in place while 
colorful packages were strewn over the 
floor, which was covered in green duvetyn. 

On the whole, this is one of the gavest 
Christmases in vears along Fifth avenue. 
The whole town is turning out in response. 





~~ 
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“TROPIK” MATS 


For Southern Cruise, Window Backgrounds, etc. 
SOMETHING NEW!! 


REAL-NATURAL & RUSTIC 


Strong and light, cuts easily to size, 
takes air brush or paint if desired. 
USE IN PLACE OF BAMBOO 
Price, $4.95 Per Mat 


(Each mat is 76”x76” square 
or contains approx. 40 sq. ft.) 


NEW AMSTERDAM 
IMPORT & SUPPLY CO. Inc. 


122 Chambers Street New York 





QUESTIONS AND ANSWERS 


Question: We have tried making icicles 
by dipping strands of cellophane in water- 
glass, and while this proved satisfactory we 
would like to try another method. What 
would you suggest ?—Long Island City, N. Y. 

Answer: Take strings and dip them in a 
solution of glue. While still wet, scatter 
cotton along them until they are 4 to % 
inch thick. Let them dry. Dip the cords 
into shellac of about the consistency of 
syrup, then hang them up to dry. 


Question: Is it possible to sell or license 
a patent right on an invention before the 
patent has been issued and while it is still 
in the application stage?—San Diego. 

Answer: Yes. Many valuable license roy- 
alty contracts, as well as outright sales of 
patents, are effected before the patent has 
been issued. After you have filed your ap- 
plication you can try to market the invention 
and patent-right-to-be. 


— "It's just Smith's way of hinting that we could use some new display equipment!""— 
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—Joe F. Bronsing, for the past twenty-seven years with Bry-Block Mercantile Corporation, 
Memphis, as display manager, has announced his resignation as of January | to join J. Gold- 
smith & Sons, of the same city. The picture shows Bronsing being presented with a wristwatch 
by the president of Bry-Block at a recent employee's Christmas party. He was also presented 


with a pair of French porcelain hand-painted lamps by the store's buyers. 


Howard 


Fanning, Bronsing's first assistant for the past twelve years, succeeds him— 


HOW LIFE USES DISPLAY 
[Continued from page 9] 
store merchandising package has broken last 
year’s record a fortnight after the 1941 dis- 
play card offer was made. If the flood of 
requests for Litfe’s double-action display 
cards continues throughout the Christmas 
selling season, all previous marks for dis- 
play card use will be shattered. 

Although the “sales pointers” on the back 
of Life’s Christmas display card for retailers 
is new, the fundamental procedure of offer- 
ing dealers this point-of-sale material fol- 
lows in a similar vein the weekly program of 
contacting key merchandising representa- 
tives. Throughout the year, an advance ad- 
vertising bulletin previewing the list of ad- 
vertisers in the two future issues of Life 
are sent to department store executives every 
seven days. A special display card blank is 
also enclosed allowing retail representatives 
to order display cards for advertising listed 
in the second or most advanced issue of Life. 

Life’s highly merchandising 
liaison with department stemmed 
from the retailers own initiative in 1937 to 
tie-in with special editorial 
“modern living’ which could be adapted to 
Soon, leading de- 


successful 


stores 
stories on 


point-of-sale displays. 
partment stores requested editorial previews 
of stories to appear in future issues of Life 
on which they could capitalize. Life fell in 
line and provided special releases about arti- 
cles on furnishings, new 
games, new fads and hobbies, and_ food 
which could become the center of effective 
point-of-sale merchandising. 


fashion, house 


On the merits of this editorial impact Life 
was making on the retail selling operation 
in America, the magazine’s promotion man- 
agement decided to announce in advance the 
list of advertisers whose products would ap- 
pear in Life’s pages for the next two weeks. 


Hence, the birth of the advertising bulletins 
and the special display card offers which 
are again proving the spearhead of Life’s 
Christmas merchandising plan this season. 
In five years, Life’s circulation has soared 
from 400,000 copies to 3,253,000 copies. Life 
merchandising executives were convinced 
that this vast audience of potential con- 
sumers each week would learn to depend on 
it as a buying guide in their local market- 
ing. <As this premise was substantiated, 
more and more of Life’s attention was fo- 
cussed on aiding the dealer at the point of 
sale with display material for products orig- 
Life’s advertising pages. 
advertising is news,” 
director, H. Ford 
advertising 


inally seen in 
“Merchandising of 
Life’s merchandising 
Perine, recently told 
clubs throughout the country. “It is news 
because it places a local headline on the 


several 


story of nationally-known products, and 
because it is new.” 

Now, in the midst of its holiday promo- 
tion activity, with every indication for the 
greatest success ever realized for display 
tie-ups and specialized point-of-sale mer- 
chandising during any season of the year, 
Life is directing its entire promotion facili- 
ties toward making 1941’s Christmas a rec- 
ord season sales-wise for thousands of 
America’s smartest and most progressive 


dealers. 


New York Retailers 
Figure Black-Out Means 

A number of New York City retailers. 
threatened for the first time with bombing 
raids, are reported as considering the use 
of black paint on their display windows to 
prevent light leakage. The January issue 
of DISPLAY WORLD will contain a com- 
plete article on methods of protecting win- 
dows in commercial buildings. 
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VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 33-5968 


Complete 
photographic files 
Studio Still Lifes 
Reprints 


always available 


at moderate prices 


Window 


and Interior Display 
Service for Department 
Stores and Specialty 


Shops — mailed weekly 


Complete 
information and samples 


sent on request 
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BUSINESS TONIC 


The Cutawl—a high speed elec- 
tric cutting machine — produces 
displays quickly, easily and eco- 
nomically thus giving immediat> 
and lasting relief to any ailing 
business by putting new life into 
displays. 

Used and recommended by lead- 
ing displaymen everywhere. 


Write for full information. 
INTERNATIONAL REGISTER CO. 


2624 W. Washington Blvd. 
Chicago, Ill. 














1629 LOCUST ST. 
Chicago Showroom—326 W. Adams Street 





For Your 


SURF SHOP 
CRUISE WEAR 


Promotions 
BAMBOO 


Rolls 53’° Wide x 20’ Long 


Ideal for Bamboo Fence, Window 
Panels, Awning and Valances. 


TROPICAL ISLE 
Rolls 8414" Wide x 12’ Long 


Will add authentic atmosphere to 
going south and cruise displays 


SURF VALANCE 


Rolls 36° Wide x 12’ Long 


\ skillfully created valance to 
achieve an impressive realism 


Send for Spring Display Folio containing 
these and other new display creations. 


Manufactured by 


BULKLEY DUNTON & COMPANY 


Distributors 


GARRISON-WAGNER COMPANY 


ST. LOUIS, MO. 








Do You Know that You Can Dye Your 
Carpet for as Low as 2c per Sq. Ft? 
Fast, dur 
Applied with scrub 


brush Free Booklet. 1 qt. concen 
trate makes 6 to8 gals. dye. $2.00 qt 


Experience unnecessary. 
able washable 


Use DOG X for animal stains. 


Thomas Dye Products 
4109 Troost 





Kansas City, Mo. 
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i. A. bD. M. News 


By JOHN L. KING 
Managing Director, Washington 


The International Association of Display 
Men has announced that it will sponsor a 
national defense display contest in coopera- 
tion with the National Committee of Retail 
Stores, which is developing a program to 
support defense activity. The motive of the 
displays to be entered in this contest is to 
clarify to the American public the aim and 
endeavors of the United States Civilian De- 
fense Corps. This contest is open to any 
displayman and membership in the I. A. 
D. M. is not necessary to eligibility. Cer- 
tificates will be awarded citing displaymen 
for outstanding service to our nation during 
this national emergency. The displays will 
be judged throughout the eleven I. A. D. M. 
districts as follows: 

1. Maine, New Hampshire, Vermont, 
Connecticut, Massachusetts, Rhode Island. 

2. New York, New Jersey, Pennsylvania, 


West Virginia, Maryland, Delaware, Vir- 
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ginia, District of Columbia. 

3. North Carolina, South Carolina, Geor- 
gia, Florida. 

4. Michigan, Ohio, Kentucky. 

5. Tennessee, Mississippi, Alabama, Ark- 
ansas, Louisiana. 

6. Wisconsin, Illinois, Indiana. 

7. Iowa, Nebraska, Colorado, Kansas, 
Missouri. 

8. North Dakota, South Dakota, Minne- 
sota. 

9. Oklahoma, New Mexico, Texas. 

10. Washington, Montana, Oregon, Idaho, 
Wyoming. 

11. California, Nevada, Utah, Arizona. 

Alaska, Honolulu. 

Three citations will be made in each dis- 
trict. These defense displays may be shown 
any time up to March 1. At that time they 
will be judged by nationally famous authori- 
ties on displays. Winners will be announced 





—by Tony Brinker 
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DON’T RISK 
SUN DAMAGE 
IN '42 


get all-year 
protection with 


CALIFORNIA 


Transparent 
SUN SHADES 


Scientists know that damage is caused 
by the sun’s destructive actinic rays. Our 
more transparent material is especially 
designed to protect from these rays. Now 
you can display delicate fabrics and 
colcrs without fear of fading, or other sun 
damage. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 








—— 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 


Gi I 








“WELVELUR LINE” 


of seasonal wide background papers, pano- 
ramas, background panels and ribbons— 
manufactured by 


THE ACE PAPER COMPANY 
INCORPORATED 
New York City 


Distributed and Stocked by 


GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 














“‘FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 
Willow Ave. & 135 St 


FLAME-GLO CO. Inc. NEW YORK CITY 








REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 





524 S. Spring St. Los Angeles, Calif. 








Season’s Greetings 


to my many 
play field. 
Sincerely, 


friends in the dis 
- Yours for Service. 
Edwin E. Goodman. 


GOODMAN FLEXIBLE SLEEVE 
FORM FRS. 
Sample Pair of New Number 


on Approval 
19 W. 34th St., New York, N. Y. 
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shortly thereafter. As as entries are 
received, they will be given classification 
numbers, known only to the I. A. D. M. sec- 
retary, to identify them. This will eliminate 
any possibility of favoritism. The sizes of 
photographs eligible will be 8-by-10 inches 
and they will be turned over after the con- 
test to the United States Civilian Defense 
office for further publicity purposes. 

The defense office has promised to supply 
booklets to I. A. D. M. members to explain 
completely the motives and activities of our 
Civilian Defense Corps. These booklets will 
also be mailed on request to any other dis- 
playman desiring to enter the contest. 

In order to aid in familiarizing our mem- 
bers with the subject of national defense 
from an angle that the Civilian Defense Of- 
fice does not cover, the I. A. D. M. has pur- 
chased and mailed to its members a booklet, 
published through Moral Rearmament, and 
entitled “You Can Defend America.” 


soon 





Joseph B. McCann, president of the I. A. 
D. M., has just notified the board of direc- 
tors of the association that he does not con- 
sider the expenditure wise at this time that 
would make possible a meeting in Washing- 
ton during this month as pre-arranged. 





bulletin 
for 


As editor of “Display News,” the 
D. M., it becomes necessary 
me to take issue on a couple of statements 


made by some of our ambitious writers in 
the display industry. One of these state- 
ments which I consider in error is that made 


Frank in his column in last 


Bingham 


| month’s issue of DISPLAY WORLD, where- 


| questionnaire, 


column in the 


stated that the I. A. D. M. has not 
anything since the administration of 
Stensgaard by way of making surveys 
to develop display facts. It is necessary that 
I call attention to the fact that DISPLAY 
WORLD itself published a survey made by 
this office just about a year ago. As I was 
at that moment occupied in making up a 
complete report on the committee program of 


in he 


done 


W.L. 


the I. A. D. M. dealing with separate com- 
mittees, in order to forward it to Ray W. 
Parks, our program chairman, I also pub- 
lished in “Display News,” the association 
bulletin, a complete report of these com- 
mittees up to date and the progress that 
they had made. 


It is always with reluctance that I dispute 
anyone’s comments. However, it is 
sary that the membership of the I. A. D. 
advised as to what the true status of 
their headquarters are. This 
is a very serious business to the extent that 
if anyone is permitted to circulate the wrong 


neces- 
M. 


be SO 
operations in 


impression within an organization, it some- 
times has a very injurious effect. 

(Editor's note: In the opinion of DIS- 
PLAY WORLD, Mr. Bingham was entirely 


correct in his statement that the I. A. D. M. 
has conducted no display surveys since that 
of 1927, under the Stensgaard administration. 
The “survey” mentioned by Mr. King can 
hardly dignified such a title. It 
ferred to display only a 
relatively small number of displaymen in its 
and based its final figures on 
entirely too few to pre- 
accurate picture. The “re- 
without comment by 


King’s 


be by re- 


budgets, covered 


returns which were 
sent an exact, 
sults” were published, 
DISPLAY WORLD, as a part of Mr. 


October issue, 1940.) 
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DISPLAYS of merit 
Useable a 160! Ways 














$20.50 
Wood 
Grains 
821.50 


Washable 
CLOPAY 
COVERAY 
Finish 
LIGHT IN WEIGHT 
VERY STRONG & RIGID 


Double constructed heavy duty 
fiber board with reinforced criss 
cross sections which permit a 
weight load of several hundred 
pounds . . . you can stand on them 


Built by skilled craftsmen. Finely 
finished with nationally famous 
Clopay Coveray, A durable baked- 
surface that is washable . . . 
cleaned without injury to 
the surface, 

12 picce sets available ... Write 
for illustrated folder, 


Three Dimensional 
DIE CUT STARS 


For patriotic events — Evening 
apparel and general year ‘round 


( 3 for $8 
















WHITE - RED 
BLUE 
Clopay Coveray 
Washable Covering 
Solid colors or two and three color. 
combinations. Very strong and 
rigid — will support 100 pounds 
or more. Built of heavy duty fiber 


board — all uniform and accurate 


Three Dimensional 


GIANT FROSTY 
SNOWFLAKES 


38 inch Diam. x 4 $4.00 
28 inch Diam, x 3 $3.50 
18 inch Diam, x 2 $2.75 


3 lor $1¢ $10 





Firm and rigid - practically un- 

breakable. Made of a 5 cor- 

rugated board completely covered 

with a sparkling snowhite substance 
- very realistic. 

IF YOUR DEALER CAN NOT 
SUPPLY — ORDER FROM 


"NU-display specialty co. 


R-3 harmont ave. 








canton, ohio 


Illustrated folders sent on request. 








40 


IEAGIIN' 
DREETINGS 


DARLING DISPLAY 


CHICAGO SHOWROOM: 326 W. ADAMS 











Silent Salesman 


STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 











FINE OPEN CANE 


Exact Size 
Rolls 
gf ae $.7.20 
2 er $10.80 


CAPITOL DISPLAYS 
58 W. 39th St., N. Y. C. 
(Samples on Request) 


DESERT FOLIAGE 
and CACTI 


For Display and Decoration 


MUSEO DEL DESIERTO 


P. O. Box 851 Palm Springs, Calif. 
NEW MODERN VALANCES 


Improves Displays 50% 
FREE FOLDER AND 
SAMPLES 


Priced as low as 50c ft. 
Jobbers & Salesmen Wanted 
CAMDEN ARTCRAFT CO. 
160 N. Wells St., Chicago 




















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baitimore, Md. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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This, the greatest of Christmas buying 
rushes, will produce some valuable ideas for 
display managers, if they are not too busy 
finishing the job they have to do quickest 
for the shortest selling period. If he had 
his preparations well made in advance and 
the Christmas program in his department is 
finished, he can take his choice where he 
will be in his store. 

Here certainly is the time to make some 
notes for the next year and to find out what 
the customers think of his displays. A few 
customer comments written down on paper 
now may go a long way next August in con- 
vincing the boss that he needs a new toy 
display or a new main floor presentation for 
Christmas 1942. 

In our store we have suggestion boxes 
placed in various spots ten days before 
Christmas so that the regular as well as the 
extra employees can write down what they 
wish about the store and how things can be 
improved. These are sorted out and copies 
made of each one, good or bad, and a meet- 
ing of the executives is then called to go 
over them. Each point is taken up and dis- 
cussed. Many suggestions of merit are 
acted upon and often an extra girl coming 
in from the outside will submit a very help- 
ful suggestion. Any suggestions that can be 
used immediately are put into effect at the 
beginning of the year. Those pertaining to 
Christmas are filed away until October and 
then put into action after another discussion 
meeting is held. 

The point here is that the executives of 
any store regard these suggestions as valu- 
able and I believe a series of comments from 
customers put on paper for display improve- 
ment would be a = super-salesman during 
some hot days after the convention when 
you are trying to get your Christmas plans 
okayed and the boss is thinking about his 
golf game. 


The death of Marion Adams, well-known 
display manager of men’s apparel, Wm. H. 
Bleck & Co., Indianapolis, came as a great 
shock to his many friends in this state and 
to the display profession as a whole. His 
loss to his family, his store and to his pro- 
fession is incalculable. His quiet manner, 
gracious character and loyalty to his job 
built him a host of friends in display. He 
was the kind of fellow that gives the other 
fellow a lift, asking no one to do a thing 
that he wouldn't do himself, pepping up the 
depressed, denying always that “it couldn't 


| be done,” and ever keeping the light of hope 


blazing like a well-lighted window. Marion 
\dams is gone, but the lights he kindled in 
the display profession will not soon die out, 
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and I know you join me in saying: “May he 
rest in peace and may light perpetual shine 
upon him.” 





Christmas—the American Way, at Frank- 
lin Simon & Co., New York, by James Gos- 
ling, display director, has become the hit of 
the big city. This is the first time to my 
knowledge that an exterior display has been 
a tie-in with an entire battery of windows 
creating a striking effect that proves the 
limitlessness of the medium we have at our 
finger tips. Gosling just used the aged old 
things, such as a sleigh, reindeers, and 
Christmas trees but he cleverly tied them up 
with a great human interest story—your 
kids and mine—the children of America and 
dedicated his windows with cards reading 
like this: “To the children of America 
our most cherished possessions—we dedicate 
these windows.” Santa Claus is proud of 
many displaymen this year, but he is espe- 
cially proud of James Gosling for a great 
job, well done. 





The display contest which was sponsored 
by the makers of All American Poplin is 
over and we hope its error will not be re- 
peated. Now Burton Bros. & Co., Inc., New 
York City, is an old firm with a fine repu- 
tation in the textile industry, but who ever 
was responsible for this contest certainly 
dived into the pool without looking to see 
if there was any water in it. Here is the 
pay-off : 

The large prizes in each case were award- 
ed to the buyers of the merchandise in the 
stores and the fellow, you know the guy that 
just dumps the merchandise in the window 
and takes a photograph of it, the display 
manager, got the chicken feed prize. The 
first prize of $250 was awarded to Herbert 
Lack, boy’s buyer at Gimbel Bros., New 
York; Luke Maletich, displayman of the 
same store, received $50. Second prize of 
$100 was awarded to the Recreation Equip- 
ment Company, Springfield, Ohio; Paul Lub- 
bers received the buyer’s check, but he hap- 
pened to be the displayman also, so he got 
$40 more. The third prize of $50 was 
awarded to Ralph Emiling, buyer, Charles 
M. Mead Company, Scarsdale, N. Y.; the dis- 
play manager, Stanley Pickering, got $30. 
Fourth prize of $35 went to Mrs. Burgett, 
buyer, Martinsville, Ind., and Earl Wissin- 
ger, display manager, won $20. Fifth prize 
of $25 went to Carlton Van Wagoner, buyer, 
Glenn A. Powell Company, Lapeer, Mich., 
and being the displayman also, he endorsed 
the $10 display prize. 

Of course, in all fairness we should men- 
tion here that the buyers of this merchandise 
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We = For Your 
SURF SHOP 


and 


CRUISE WEAR 
VA Promotions 
BAMBOO 


Rolls 53" Wide x 20' Long 
Ideal for Bamboo Fence, win- 
dow Panels, Awning and Val- 
ances. 


TROPICAL ISLE 


Rolls 8414"" Wide x 12' Long 
Will add authentic atmos- 
phere to going south and 
cruise displays. 


SURF VALANCE 


Rolls 36° Wide x 12' Long 
















A skillfully created Valance 
to achieve an_ impressive 
realism. 

Send for Spring Display 


Folio containing these and 
other new display creations. 


Bulkley, Dunton & Co. 


Display Papers Division 
NEW YORK—295 Madison Avenue 
CHICAGO—2635 Wabash Avenue 









BUTTRESS-BOARD 


For beautiful columns and 
backgrounds in 


Concave--Convex--Woodgrain 
In Stock for Immediate Delivery 
White, Woodgrain and Colors 
Order Now 


GARRISON-WAGNER COMPANY 
Distributors 
1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 











CARSTENITE 


(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 


e Signs 


@ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST: 
Carstenite Sales ** Ooi cKGo. IIL. 


BENT BOARD FOR SPRING 


Now available in rich marble and wood- 
grain finishes in all 12 Bent Board styles. 
Write us for Complete Information 


GARRISON-WAGNER COMPANY 


Distributors 
1629 LOCUST STREET ST. LOUIS, MO. 
Chicago Showroom, 326 W. Adams Street 


THAYER & CHANDLER AIRBRUSH 


wor the particular artist 











for Catalog §2 


THAYER & CHANDLER 





910 W.VAN BUREN ST., CHICAGQ.ILL 
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worked hard in selecting it for the window 
and the rest was easy for the displayman. 
He just had to create the idea, build the set- 
up, write the cards, install the display and 
take the photograph or have it taken and 
pay for it. Each entry in this contest, both 
buyer and displayman, received a sport hat 
for the use of window space and to keep him 
happy in case his display didn’t win. I won- 
der how much longer will manufacturers 
conduct such unfair contests for displaymen! 
I wonder, too, how much longer will display- 
men lower the value of the medium of dis- 
play to trade its value for a poplin hat. The 
advertising man certainly wouldn’t give over 
his space in the newspaper for a hat. They 
know the value of an inch of space because 


they have to pay for it at the end of the 
month. 
A window entered in a display contest 


certainly does not entitle a buyer to any 
prize money. The merchandise not 
become a part of that window by the buyer; 
it only becomes a part when the displayman 
so places it. No merchandise on earth could 
win any prize in a window if the displayman 


does 


put it in on a coat hanger as he receives it 
from the department. Taking that merchan- 
dise and creating a display for it is solely 
the displayman’s job, and this display, if it 
wins a prize, belongs to the displayman, not 
the buyer. If the wants to 
show his appreciation to the buyer for his 
orders, he had best think up a better scheme 
than to cut him in on something that cer- 
tainly doesn't belong to him, such as a part 
of the display prize money. 


manufacturer 


Wordisplays: Nat Wylie, display manager 
for the Kansas Gas and Electric Company, 
Wichita, Kan., always 
new in outdoor lighting for his company and 
this year will be no exception ... Nat’s cre- 
ations are so big that he has a man on the 
job all night checking light bulbs and re- 
placing those that go out.... B. L. Bennett, 
Wm. D. Hardy's, Muskegon, Mich., looked 
like a shining star in display, but radio took 


creates something 


him and display’s loss is the air waves’ gain. 
.., The Charles Ray Studios in Hollywood 
are used now for the manufacture of win- 
dow mannequins .. . 
cause it gives him the shivers... 
ing, not the dummies. W. L. Wardrip, 
formerly of Hahn’s, Washington, D. C., is 


Miller’s, New 


Ray never goes by be- 
the build- 


now putting new style into I. 


York he could do some great styling 
for the display profession, too. The 
Charles McTaggert’s of Logansport, Ind., 


have a baby girl, an early gift, but the nicest 
in the world. ... While we are still in the 
Hoosier state let’s give Harry Winchester, 
Max Adler Company, South Bend, a big sta- 
dium cheer for giving two blood transfusions 
and saving the life of a little girl whose 
dad works in his Thirteen lucky 
years with Fomby’s Clothing Company, San 
\ntonio, didn't Lloyd Steeger 
from moving over to Alterman’s Men’s Shop, 
same city. ... J. L. Vance, formerly with 
Albert Steinfeld & Co., Tucson, Ariz., joins 
Marshall E. Moody, Dallas, 


0) ( 


Texas, stop 


Texas. 


Ralph Egurola, first assistant to Vance, 
moves up at Albert Steinfeld & Co. 
With the sun shining as bright as the red 


on Santa Claus’ nose I might as well set my 
keys here and wish all my readers the mer- 
riest Christmas they ever had. 


4\ 





Glamorous 


HOSIERY DISPLAYS 
BUILD SALES VOLUME 


© 


Make your customers “stocking conscious” 
if you want to increase hosiery sales. Here is 
one of the many striking and exotic displays 
created with Fairy HOSIERY Forms. 


ALT 
, 


Every purchase of hosiery starts with a de- 
sire for greater attractiveness and allure. In 
the illustration above, hosiery is shown with 
an “uppermost” emphasis that compels atten- 
tion. Style lines, texture, clearness and sheer- 
ness are forcefully presented in an appealing 
arrangement, suitable for show window or 
shadow-box use. 


Fairy Forms are beautifully modeled in a 
graceful, natural pose that emphasizes their 
lovely lines. The three exclusive effects 
Glamour-Glo, Neutra Tone and Transparent 
permit a wide variation of treatments. Ex- 
tremely light in weight and dainty in appear- 
ance, Fairy Forms are, nevertheless, practically 
unbreakable. They’re good for a dozen seasons 
of effective selling service. 


You should have the complete Fairy Form 
catalog on hand. It shows sizes and styles for 
every type of hosiery and footwear. Write for 
your copy today. 


SHOE FORM CO. Inc. 
AUBURN, N. Y. 
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There's not a 
display man alive 


who won't be tremendously inter- 
ested in the new development 
Durable Displays is announcing 
in Display World's January issue. 
Keep an eye peeled for it! 
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DURABLE DISPLAYS, INC: 


Chicago: 2010-2018 S. Halsted St. 





The tiny Mole can tunnel 450 
times his length in a single night! 
FLEXOACTION units dig right in, 
too. The model illustrated could 
pull itself 822 times its length in 
the same time. Write for details. 


Wihihfion “ta Gaanous 


GEARED MOTORS-ony TURNTABLES for 30 
speed, current, or size. tol000 pound displays. 


MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET eds Lier Vc ovum) 6 








MANNEQUINS 
., MILEO 


Creator Since 1900 





A complete line of merchandising 
mannequins. Men, Women, Misses, 
Teen-Age and Children. Write today 
for photos of this outstanding group. 


7 West 36 St. fe" 2"* New York 
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South African Display 


From several South African sources we 
have recently received reports on display 
as it is being used in that region. First 
to comment is Arthur L. Lennard, display 
director for Herbert Porter & Co., Ger- 
miston, Transvaal: “Window dressing in 
Scuth Africa at the present time—that is to 
say, during the war period—is, while not 
exactly easy, not proving quite as difficult 
as it might be under the circumstances. The 
standard of display is, we feel, quite equal 
to that of the firms overseas in America 
and London. 

“The display facilities in South Africa are 
not as easy to obtain as they are overseas, 
and as we have to rely on display materials 
being imported from America and England 
we are not as fortunate as our fellow-work- 
ers in those countries; the result is that we 
very often have to resort, and this I say very 
modestly, to our own ingenuity to make the 
various articles required. 

“Actually what we try to aim at are win- 
dows that are not too heavily dressed, and, 
on the other hand, not scantily arranged— 
for as a rule we are usually stuck for win- 
dow space. 

“As the method of display suggests the 
utility to which the article shown is to be 
put, one usually sacrifices a little extra space 
for that purpose. I feel that managers of 
stores as well as the public must be made to 
realize the value of space; that because there 
is about 12 square inches of space between 
two articles it is not necessary to jab a hat 
or accessory of some description into the 
space. 

“On the other hand, I do not for one mo- 
ment suggest gaps that must be left vacant. 
I feel that windows neatly furnished, the 
goods displayed to advantage, and with at- 
tention to detail just about covers our 
needs.” 

H. Hess, display manager, Stuttaford & 
Co., Cape Town, follows: “South Africa cer- 
tainly is a young country as far as displays 
on more modern lines are concerned. There 
still exists a tendency throughout the coun- 
try to believe that an empty window space 
is a wasted space; some windows are still 
done without planning, following the mer- 
chandise manager’s instructions of filling 
the windows to capacity. 

“As each country has a certain system of 
merchandise and consequently a certain way 
of display, so, from the New York City 
store’s point of view their type of display 
based on fashion promotions has proved 
most appealing and is therefore considered 
the right way of introducing merchandise. 
On the other hand, the South African store 
executive and retailer could not tolerate a 
whole year-’round type of display in which 
all attention is focused on a few window 
mannequins. Dress fabrics, furnishings, 
fancy, notion, and fashion accessories often 
take an equally important front window 
space. 

“Today the South African display world 
is striving to break with the tradition of 
putting in over-stocked windows without an 
idea or a thought behind them. With the 
erection of a new store, Stuttaford & Co. 
is setting a good example by introducing 
more spectacular windows. 


“In comparing display facilities, the Ame: 
ican reader has to bear in mind that whi 
American stores can order the actual wi: 
dow decorating and executing of back 
grounds, the South African displayman ha 
to do it himself. He even has to create new 
background effects from the ordinary suppl 
ot papers and boards obtainable on _ the 
local market. The limit allowed on win 
dow expenses is extremely small compare: 
with American stores, making it the task o: 
displaymen to create expensive looking 
background effects for little money. 

“South African displaymen are eager t 
learn from their American colleagues but 
to copy American displays all togethe: 
would be a mistake. South African cus 
tomers would not react the same way and 
so each store has to maintain its own indi- 
vidual note in display, based on previous 
selling experience — which, however, leaves 
enough scope for developing a better display 
standard.” 

From still another source in South Africa 
comes the following comment. The author’s 
name is omitted at his own request: “Speak- 
ing generally on display in this country, we 
are up against an extraordinary retail men- 
tality. Firms will pay huge rents for the 
best window sites; will even go to the length 
of importing from the continent (pre-war) 
first-class window dressers and then when 
these men arrive will show them a tiny, dark 
cubby-hole, probably under a staircase, and 
tell them that is their workshop; and every 
penny spent is closely scrutinized. We do 
not know ot a single store where the so- 
called display manager has a definite, annual 
or even a monthly appropriation. 

“With the exception of Christmas, very 
few stores ever think of spending any money 
ou interior decorations for the different 
seasons, and it is not an infrequent sight, 
even in Johannesburg, to see Christmas win- 
dows still in at the end of January.” 


THE HOLIDAY SEASON 
[Continued from page 11] 
ing five blazing gargoyle candles with 
twisted bodies and grotesque faces. Behind 
this arresting display piece is a tall metallic 
grill, highlighted and flecked with a trio of 
snowflake designs. Golden balls and a baby 
lamb occupy spots in the foreground; all 
about a snooded mannequin resting upon a 
branch of the fantastic candle holder is a 
superb collection of feminine accessories. 
Ac Edgar Stevens, Inc., Evanston, Display 
Director Gordon Keernes has done a mas- 
terful job of depicting luxurious modes for 


women in a luxurious background. It’s an 
art gallery for fair ... and for the fair, we 
might add... with three gilded shadow-box 


pictures suspended by satin ribbons against 
a marbelized, columned wall. Miniature ac- 
cessory exhibits within the lighted frames, a 
splash of finery in the foreground, a table 
bearing the bust of a beautifully coiffured 
woman, and marble posts connected by a 
plastic chain are among the notes of inter- 
est. If we felt in the mood for a pun, it 
might be said this window is as pretty as a 
picture, or say three pictures. 
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DRUG DISPLAY IS UNDERGOING 
A TRANSFORMATION 


[Continued from page 17] 


national advertisers’ point-of-sale advertis- 
ing and will have a resultant effect on in- 
stallation service companies. 

Slowly but surely the chain drug stores 
have blazed the trail for improved drug 
store display. Gradually the individual 
operator has become conscious of the neces- 
sity of more and more mechandising activity 
with emphasis on display. 

The effect of the chains’ pioneering in dis- 
play becomes more noticeable in independent 
drug stores, although in many instances 
they are too far behind the times, picking 
up where some of the chains left off perhaps 
fifteen or more years ago. 

This backwardness is easily appreciated 
when we see the pathetic lack of display 
equipment and fixtures in individually owned 
drug stores. It is the chief reason for the 
prevalence for mass display. These mass 
displays worked when they were first intro- 
duced by the chain drug and cut-rate stores. 
They worked for one reason only and that is 
because they created a bargain atmosphere 
and an impression of cut rate. The psycho- 
logical reaction on the part of passersby 
was that this store must sell it cheaper be- 
cause they have so much of it. But, mass 
display of unrelated items for continual use 
in drug store window display is now effec- 
tuelly deader than the old story about the 
little shepherd boy who hollered “Wolf!” 
once too often. 

Too many times customers entered stores 
on the strength of that impression and found 
that the particular item they wanted could 
be bought for the same or less ’most any- 
where else. 

Mass displays still have their place in 
drug stores but only if they are used period- 
ically and for special sales only. 

The failure of fixture manufacturers to 
approach scientifically the problem of drug 
store display and make a more concerted 
attempt to open up this vast market of 
69,000 stores has made it necessary for chain 
drug stores and drug manufacturers to de- 
sign and produce, or to have produced, fix- 
tures and displays more nearly meeting with 
their requirements. 


The present trend in chain drug store 
display is for effectiveness and dignity 
through neatness and simplicity. The pres- 


ent window displays of the larger units of 
the Liggett and Owl represent the 
modern trend in drug store display. The 
Liggett and Owl chains are “Rexall” drug 
stores. 

The United Drug Company, manufacturer 
and distributor of Rexall products, is show- 
ing the way to profitable display to inde- 
pendent operators by making available to 
8,000 individually owned Rexall 
scientifically designed window display unit 
other window and _ interior 


stores 


stores a 


and numerous 
display aids. 

This unit, known as the Rexall drug store 
window display merchandising unit, has met 
with ready acceptance and may already be 
seen raising the standard of display in thous- 
ands of Rexall drug stores from coast to 
coast. 

The final design was decided upon after 
vears of research in Rexall drug stores; it 
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consists of various parts and panels which 
can be fitted to different sizes and shapes 
of windows, the only part necessarily cus- 
tom-built being the floor and ramp board. 

Hundreds of testimonial letters have been 
received on the effectiveness and attractive- 
ness of these units but the displays illus- 
trating this article will speak for them- 
selves. 

Drug store display is definitely coming 
into its own but it has been necessary for the 
drug manufacturer and distributor to take 
the bull by the horns to accomplish this 
desirable end. 

The possibilities for improvement are un- 
limited and national advertisers who have 
for so long been given valuable display 
space for the asking should and can be in- 
strumental in furthering this transformation. 

Manufacturers of corrugated display pa- 
pers have a wonderful opportunity. If their 
designing departments would concentrate 
on a display piece of heavy corrugated which 
incorporated facilities for displaying mer- 
chandise besides the national advertisers’ 
feature space, everyone would benefit. The 
paper manufacturer would benefit because he 
could sell it to the advertiser, because the 
drug store, in turn, would be quick to use 
it and slow to remove it. Drug stores are 
crying for fixtures and if display advertising 
was incorporated with a setting that pro- 
vided the answer to the fixture problem it 
would meet with enthusiastic acceptance by 
these stores. 

With all due credit to the display profes- 
sion, the high quality atmosphere of display 
in other fields is more the result of continued 
promotion on the part of display fixture 
manufacturers than it is the appreciation 
of display by those retailers. They had to 
be sold. Those same display manufacturers 
are responsible in no little degree for the 
present state of drug store display. It is 
hard to understand because the potentialities 
of 60,000 prospects are not to be ignored. 
They spend $10,000 to $100,000 on store fix- 
tures. Isn't it reasonable to suppose they 
weuld spend $100 to $1,000, or more, for cor- 
rectly designed display that would 
meet with their requirements if they were 
available in a price range comparable to 
their ability to purchase? 


fixtures 








COMING UP! 


National Hobby Week—December 25- 
January 1. 

Tobacco Week—January 12-17. 

Thrift Week—January 19-24. 

Peanut Week—January 22-31. 

Hot Tea Week—January 26-31 (tenta- 
tive dates). 

Annual Birthday Ball—January 30. 

Ground Hog Day—February 2. 

Notion Market Week—February 
(tentative). 

Boy Scout Week—February 6-12. 

Lincoln’s Birthday—February 12. 

Defense Week—February 12-22. 

Valentine’s Day—February 14. 

Cherry Week—February 15-22. 

Sew And Save Week—February 21-28. 

Washington’s Birthday—February 22. 


2-7 
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The ‘“‘House of 
Suggests 


e@White Roping 
@Beach Cloths 











@Fish Net 
@Grass Mats 
© @Palmetto Panels 
MAHARAM e@Cork Products 
CAN FILL @ Novelties 
EVERY @Bamboo Poles 
DISPLAY @Crashes 
NEED | @Leatherettes 
@Tropik Mats 
e @Seamless Papers 


@Anchors, Life Preserv- 
ers, Steering Wheels, 
Portholes, Sea Gulls. 


Plus our extensive line of 
unusual display fabrics 


i AX /' 
a | me ame cee 

FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET | 


St. Louis Los Angeles 
915 Olive St. 819 Santee St. 


Samples 
and Prices 
ml 


Request 















San Francisco 
830 Market St. 


Chicago 
6 E. Lake St. 








Bs . 3 
' Make your displays live 
; es 4 : 
. . « With SpeedWay Motion i 
Animate your displays with SpeedWay Motors 
and Mechanisms . . . force attention, demon- 
" strate and sell, multiply the effectiveness of 
your merchandise display, stage your specials 
: on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display rd 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and 
motion mechanisms, that will produce any . — 
motion or series of motions at any 5 
that plug into any 115 V light circuit, can 
sel up anywhere. 








Write for catalog of SpeedWay Display 
Motors or better still, send rough sketch and 
describe effect wanted. SpeedWay experts 
will tell you how to do it and the costs. .° 
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that it’s 
white 
daytime 


Right at the moment the news is: 
going to be a white Christmas 
white in 
hats 


in formals and dressy 
with white 
accenting darks. 

There’s wide acceptance for the slim sil- 
houette. Yes, it is now a “first” for eve- 
ning and first for day, right along with 
smooth extended but rounded shoulders, and 
a trend to a “natural” easy silhouette. 

By night the slim look is important in 
the sheath with relief in jabot ruffle down 
the skirt, around the hips. Also it is impor- 
tant in: the sheath gown with flare from 
knees down; in the sheath gown with skirt 
slit to knee; in the sheath gown with subtle, 
only slight front fullness in harem drapery 
style. And the slim look is important for- 
mally in the slender sheath with the dip- 
back peplum, sometimes with this dip re- 
peated at hemline. 

(Slim black has predominated at 
important first nights, but interest is rising 
now in white and Namely, colors 
are bright green, ice pastels, and tropics, as 
apricot to melons and pumpkin to purple, 
and still reds.) 

Speaking of important evening fashions, 
accessory news is all of dramatic jewelry. 
With holiday parties ahead the trend will 
continue with huge stones, in jewel pieces 
more and more notice- 
able, and many drip earrings, sensational 
jewel collars, rows of bracelets. Bags, and 
long, luxury gloves are newest when repeat- 


dresses accompanying or 


recent 


color. 


of modern feeling 


ing the jewel color note, for added drama. 
And now evening sandals and latticed slip- 
pers are dittoing this idea, though at the 
moment formal footwear predomi- 
nates, quite naturally with black still vol- 
ume in gowns. Important note: ankle inter- 
est formal footwear bandaged, tied, 
laced ankles . step into the spotlight be- 
neath rising formal skirt hems. 

The rising formal hemline, as predicted, 
is already bevond the first excitement stage, 
being accepted, though still so 
interesting formal 


black 


and is now 
new as to be the most 
fashion in sight. 

With cinched-in waistline, and rakishly 
uneven or ballet straight versions of this 
shorter, or lower calf-length formal skirt, 
this new however, more of a 
forecast than a fashion actuality. Consid- 
ered with the dipping, lowered at back or 
all around hem of the cocktail dress, the 
rising formal hem is most significant as an 
indication that there is real interest in a 
change of skirt length. 

The matter of the cinched-in 
brings up the new version of the 


silhouette is, 


waistline 
dirndl 
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Qcshion- Vane 


skirt, still the outstanding challenge to th: 
slim and narrow silhouette. Contradictory 
yes, with the slim look as important as it is 
But this is a contradictory season. Dirndls 
are an influence in resort skirts and young 
play styles. And the dirndl-like pulled-i: 
waist and full, long-short formal skirt is 
an influence. More of it undoubtedly will 
be seen as more of the South and Central 
American wealth of fashion ideas are de- 
veloped, as they will be. 

Now for further word about the 
By day it is important in these dress 
types: the wrap-over skirt with 
wrapped bodice closing giving the high, 
young, surplice look. The adaptable draped 
hip dress (perhaps the most important ot 
all). Side draped hip is newer than front, 
but both are good. The chemise dress, a 
simple sheath with cinched-in waistline. This 
one admits to the material shortage with 
simple charm. The slim dress, one or two 
piece, with peg top skirt. The still good 
slim dress with the long middy-torso top. 


slim 
look. 


dress 


Finally the slim sheath with apron front 
for softness. 
In suits there’s naught but the slim, 


straight look, really. The tailleur, single 
button suit is pencil slim, with English or 
Hollywood drape jacket, flap hips and trim, 
narrow skirt. The classic suit is slim, be it 
sportsy or spectator. Its pleats are stitched 
down further, and trend to be used in panels, 
front and back, not on the sides. To further 
accent slimness the jackets of some of this 
type suit are softly shaped in to slender 
waistlines by darts. 

Coats now, and definitely for spring, favor 
slender straightness. Very significant is the 
slim box coat. As seen in resort collections 
it is a big promise. Watch it now, and for 
spring. Then there’s the new reefer, a 
down-to-pencil-line coat that will be ideal 
with spectator type styles taking the lead 
that they will, come spring. 

Following up on the thought that this is 
a contradictory season watch for, now and 
later: the double theme with the tail- 
ored, active look versus the feminine, lighter 
moment look. Both are part of the times. 

There are, as a result, more utterly femi- 
nine resort types pretty prints, exotic 
prints, dream formals, feminine bathing 
suits, bustle swim suits, draped suits, bal- 
lerina styles. There are beruffled beach 
fashions, and plenty of pretty peasant play 
and beach numbers, as well as for every- 
where, more pastel soft suits, pretty, sentimen- 
tal prints with light, baby color backgrounds. 
There’ll be more, for the holidays, of the 
gay black cocktail party dress shining with 


By FRANCINE POST =i 
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lack satin accents and worn with frivolous 
ecessories, including cute shoes and giddy 
ats. 

And, on the other side, the tailored, active 
ide: there are more narrowed, tapered, 
nannish slacks for resort, more of the one 
niece, or chemise slack suits (also more of 
this in ski suits). More boyish lines in 
portswear, more boxy coats and more pre- 
isely tailored lines will appear. More 
slim daytime lines and more slim evening 
lines are part of this. And there will be 
positively an epidemic of the spectator, or 
simple, functional type of shoe, come spring. 

Headwear’s part in this double scene is at 
the moment a few double-life hats, convert- 
ible from simple for day to fussy by night. 
However, main hat news now is the to the 
front movement. It is being accomplished 
with due regard to the pompadour, but there 
are more new hats to be worn over the pom- 
padour than behind it, and these forward 
hats are lined up straight with the eyes. 

Now all the foregoing is important fashion 


news. But the real news of the hour is 
color. Yes, color! More color. And, after 
all the color thus far, amazingly enough 


color with a brand new look. More color 
now, more color immediately ahead, and the 
most colorful spring ever is the real story 
now. 

Colors of significance include 
sharp, clear tones a change from the 
mixed and blended tones of this fall. There 
will be more clear, though very pale shades. 
Pastels will be true tone, however thin. Ice 
shades will be promoted. Especially effec- 
tive will be the thin, or ice pastels set off 
by strong notes of the same color but in an 
intense value, as ice blue with royal, or Nile 


fashion 


green with intense green. 
Clear, bright tones gain in importance. 
Note that these will sometimes be adapted 


to the daytime picture, in startling doses as 


when in all-over costume, with accessories 


basically dark, or, later in mid-winter, ac- 


cessories neutral. (Very important, those 
neutrals !) 
Important now, especially in resort wear 


are all the greens, some lemon yellows, all 
the browns from palest beige to rich deep 
brown. Important high shades now, every- 
where, are the coral, apricot and fascinat- 
ing new orangey tones, as well as the fuch- 
magentas, hard bright and 
yellow-green. 


sias or greens 


For spring such excitement in color as 
watermelon pink, apricot, pumpkin yellows 
(and practically every other yellow) as well 
as all the beige, blond to brown tones and 
all medium blues, can be counted on for high 
promotional value. 

Of course in resort fashions white is num- 
ber one, with black a strong minority note 
for a change. But white is wonderful with 
suntan, and wonderful in so many resort 
fabrics and with the sharp, intense accessory 
colors. 

And, as earlier noted, winter white is tre- 
mendously chic, is rivaled only by winter 
off-white. Lack of white hat bodies and 
white leathers will increase the off-whites, 
creams and naturals as compared to pure 
whites, but this probably won't be noticeable 
until perhaps next summer, although it will 
be an influence in resort styles. 

The new thin, but clear pastels, the light 
naturals and whites are important as print 
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backgrounds, tremendously important, in re- 
sort collections and out. Resort prints show 
the larger motifs and widely spaced patterns 
with backgrounds important, in the main. 
Smaller motifs are first elsewhere and the 
bright colors are backgrounds 
where these grounds are much cut up, such 
brights as fuchsias, emerald gold, 
strong royal blue. But white, thin pastel 
grounds are good and will gain as the sea- 
son advances. 

A “natural” theme runs through print de- 
signs . fruits, sea forms, vegetables and 
salad subjects, tending to conven- 
tional patterns. Other themes are sentimen- 
tal, bowknots, and flowers. 

Count on greater popularity than ever for 
prints this mid-season, as dress and jacket 
ensembles grow simpler and 
straighter of line. Prints relieve this 
plicity, soften the look, give stimulating col- 
ors a play. Yes, prints will be more plen- 
tiful, and they’re coming earlier than ever. 

From now on in 
colortul 
countless ways. 


used for 


green, 


replace 


smoother, 
sim- 


your best bets are 


fashions colors dramatized in 


Spring Woolen Colors 
For Next Year 


Soft, gentle tones having a subtle anti 
quated quality make up the smart group cf 
Early American pastels featured in the 1942 
spring woolen collection, just issued to mem- 
bers of The Textile Color Card Association 
These 


suggest 


in confidential advance swatch form. 
dusty muted names 
the quaint charm of Colonial 
comprise Colonial cream, Faded coral, Nee- 
dlepoint blue, Antique pink, Mignonette 
green, Golden buff, Old turquoise, Candle- 
light yellow, Sweet lavender, Sampler blue, 
Moss rose, 


shades, whose 


early days, 


and Pastel grege. 

Playing up the gayer vacation and travel 
theme are the lively Vagabond colors, which 
are expected to “go places” in the smart 
world. These vibrant hues inspired 
by our own summer playgrounds, 
those of our neighbor north of the 
border, are Canyon rust, Tahoe blue, Amer- 
ican gold, Mountain 
North American blue, California lime, Rocky 
rec, Banff green, Florida orange, Desert pur- 
ple, and Canada red. 


sports 
as well as 
2 od 
Rancho 


rose, green, 


British Displayman Praises 
New York Windows 

A letter received from Albert Long, Brit 
ish Merchant Navy club, New York City, 
“T have been greatly impressed with 
the very high standard of display in New 
York and Brooklyn. The conception of the 
theme, and its execution, has filled me with 
admiration for the craftsmen 
We in London, of course, are working under 
unhappy conditions at present, but I 
feel sure with me, could 
you see their efforts, that the displaymen 
of London are ‘keeping their tails up.’ Long 
was formerly display manager for Gytram, 
Ltd.. New Melden, Surrey, England. 


states: 


responsible. 


very 


you would agree 


Goodman Announces 
New Sleeve Form 

Goodman’s Flexible Sleeve Form Com- 
pany, 19 West 34th street, New York City, 
has announced a new model form 
with either sateen or felt covering. Litera- 
request. 


sleeve 


ture is available on 


45 


Pars 
IN STYLING! 


8 Foot 


GIANT-CURVE 


It's the quickest way to smart back- 
grounds! Tall—8 feet high—Giant-Curve 
meets the modern need for height. Its 
extra-wide (4 inches) Grecian-type flutings 
provide graceful simplicity, with colors in 
fashion's latest tones. And continuous 
rolls, 10 feet long, simplify installation. 


FREE---70 Display Ideas 


Write today for FREE Display Guide that 
brings you 70 new ideas and complete 
information on the topping 8-foot Giant- 
Curve. 


SHERMAN 
PAPER PRODUCTS CORP. 
DEPT. D-12, NEWTON UPPER FALLS, MASS. 





DISPLAY ARTISTS: 


MAKE YOUR IDEAS PAY 
The Pusch Way 


The success of your display lies in the way your 
creative ideas are presented. With a Paasche 
display artists airbrush you can make your most 
ambitious ideas materialize—quickly—easily—just 
the way you want them. Throughout America 
modern, dynamic, distinctive displays are created 
the Paasche way ... that’s why they “click.” Find 
out today what the Paasche line can do for you. 


Send Today for New Bulletin A-11-41 


right off the press with 
valuable information on 
PAASCHE AIRBRUSHES 
and Aijirpainting Equip- 
ment. SANDBLAST GUN, 
FLOCKS GUNS, COLORS, 
etc. It’s Free. 





Display Artists 
Airpainting Unit 
Plugs into ordinary 
electric outlet . 
carry anywhere 
Consists of sturdy, quiet : 
compressor, Type H Airbrush, hose, accessories. 
Priced and described fully in new bulletin, 
A-11-41 


s 1911 Diversey Pkwy. 
907 Chicago, Ill. 


In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co.. Ltd., Toronto 




















USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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OPPORTUNITY EXCHAN GE 








FOR SALE 


BEAUTIFUL SCULPTURED 
PLASTER COLUMNS 


Perfect props for window backgrounds 
available in varied heights from 7 feet 
to 10 feet—15 inches in diameter. Will 
accept reasonable offer for eighty pieces 
or sell separately. 


Write “M. P.” 


‘are DISPLAY WORLD 


SALESMAN 


Leading manufacturer of display flowers 
has an opening for a man for traveling, 
experienced in this line, who has sold 
floral decorations to the display managers 
of department and retail stores. We pay 
a substantial commission and later a 
drawing account when satisfactory re- 
sults are shown. 


Address “FLOWERS” 


Care DISPLAY WORLD 
175 Fifth Avenue New York City 











CHRISTMAS DISPLAYS 
LESS THAN HALF PRICE 


For sale, at less than half original price, Plaster 
of Paris set of Nativity, consisting of twenty 
units, including forty bells and twenty scrolls. 
Also mechanical display of Santa and his four 
Merry Music Makers, synchronized with music 
and talk. Original price $1,800. Will sell for 
$400. Displaymen and merchants of neighboring 
cities invited to see this display in action. 
Estimated daily crowd of 10,000 people viewing 
it. For further information and photographs, write 


Richard A. Staines 


Vandevers, Tulsa, Okla. 





ATTENTION 
Jobbers of Display Merchandise 


to handle complete line of Artificial 
Flowers and Display Novelties in their 
own territory for direct manutacturer. 
Several districts also open for 
SIDELINE SALESMEN 
Write, 


Address “SUCCESS” 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 


stating territory covered. 














WANTED 
Copy of May, 1924, Issue 


We will pay $1 for a copy of the May, 1924, 
issue of Merchants Record, which is wanted by 
one of our subscribers whose file lacks this 
number. 
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HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 














Position Open — Experienced advertising man 
and copy writer for newspaper and direct-by- 
mail wanted for a high-grade men’s and women’s 
store in the central west. Prefer one who can 
do some art work and hand lettering. State 
age, salary desired and past experience. Per- 
manent position with good future. Send samples 


of work. “W. K.,” care DISPLAY WORLD. 


CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 














Position Wanted—Man and wife display team 
seeks position in medium-sized town. Years’ ex 
perience in both window and interior. Under 
2 pa all methods of merchandise presentation 
Use Cutawl. Make excellent show cards, back- 
grounds, giant crepe flowers, gadgets, animals, 
etc. Have good knowledge of paper and plas 
ter sculpture work. Pictures of work on request. 
Address “X. Y. Z.,” care DISPLAY WORLD. 


WANTED-~—Salesman for Southern terri- 
tory for line of high-class promotional 
and background displays, commission ba- 
sis. State experience, references, etc. 
Address “S. G.” 
Care DISPLAY WORLD, Cincinnati 














POSITION WANTED 


Displayman thoroughly experienced in men’s 
wear and department store display desires posi- 
tion in better grade store. Excellent card 
writer; 32 years of age; married. Southeast 
desired. 


Address “S. G.” 
Care DISPLAY WORLD 





COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex 

hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Box 312. 














Displaymen, Save $20—Our popular, practical, 
$25 Correspondence Course in Designing, Paint- 
ing, Pictorial and Scenic Display Window Dec- 
orations, Posters, Bulletins, Dioramas, Murals, 
Tavern Paintings, etc. For a limited time only 
FIVE DOLLARS to the profession. Be an art- 
ist. Enroll today. The Enkeboll School of Arts, 
Enkeboll Bldg., 5313-17 N. 27th St., Omaha, Neb. 











Representatives Wanted by Manufacturer of 


PLASTIC FIXTURES 


Transporter Service, 21 Follen St., Boston, Mass. 











WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


January forms close January 10. 


cash with order. 


Only $2.00 per inch, 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 31] 

will really look to his prospective custome 
not how it would look from the rafters of th 
building. True, we can do many tricks wit 
combinations of airbrush, pencil, wash, an 
all the other techniques we use, but let's 
above all, be accurate in our presentatio: 
to the customer, so that he, too, can imagin: 
the results and possibilities of the layout. 

In a way, this too is working backward 
We usually proceed to sketch up the desire: 
result before we plan the construction. Thi 
is a waste of time, except for preliminary 
“reminder sketches” of our own. We can't 
prove much with these roughs, and the cus 
tomer is not gifted with our enthusiasm o 
insight into our design in this stage of th: 
game. Planning first may be a bugaboo to 
the designers that deal only in line and 
color, but try this some time: take the im 
portant basic elements of your design, and 
spot them in, being sure they are relative], 
accurate in related proportions. Then pro- 
ceed to put the line and color into you 
sketch. You'll find proof of the rule that 
“form follows function” as well as the fact 
that your design will have a truly original 
flair, together with being correct and practi- 
cal. It’s working backward again, but it’s 
really looking and working forward. 

So the next time someone says, “Gee, 
that’s pretty but what is it?” don’t be 
found without an answer. Be sure you know 
all the factors involved in your design, and 
that your procedure up to that moment has 
been founded on good, solid facts, and have 
a good reason for being there. 








SALESMAN 
Exclusive mannequin line; choice terri- 
tories available; attractive proposition 
open for experienced man who can show 
results. 
Address “E. D.,” care DISPLAY WORLD 








CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet ‘DW.’ 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. ommon school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 








ATTENTION—MANUFACTURERS 


Salesman tr: aveling 15 states wants new items of 
everything for display, backgrounds, ledge and 
post trims, and window units, etc.; commission 
basis. Leaving January 1. Reply ‘\aukedintely. 


Address “fH. F.” 
Care DISPLAY WORLD 








WANTED 
Second-hand animated Christmas window 
display for window 22 feet long by 9 feet 
deep. Kindly communicate with 
HALBACH-SCHROEDER CO. 
Quincy, Illinois 
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UP! 


PRICES GOING 


As of Janu- 
ary Ist, we 
wil | b e 


forced to 
increase 
prices on 
our manne- 
quins, due 
to rising 
material 
costs. Or- 
ders placed 
until then 
will be ac- 
cepted at 
roaqay $ 


prices. Get 
in touch 
with s at 
once! 


Write today 
for photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th ST. NEW YORK 














zs - HIGHLIGHTS - 


an FROM | | | 





SPRING & SUMMER 
DISPLAY MATERIALS CATALOG 
NOW IN PREPARATION 
e 
WSALES WINNING PATRIOTIC 
HW APPEALING EASTER DISPLAYS 
FASCINATING NEW UNITS 
NEW PANELS AND MURALS 
ke NEW VALANCES 
NEW ROLL MATERIALS 
e 


RESERVE YOUR COPY TODAY 


THE REYBURN MFG. CO., INC. 


PHILADELPHIA, PA. 
8 WEST 36th ST. 
1100 SO. WABASH 


ITEMS 


NEW YORK 
CHICAGO 














“NALCO SURF PANORAMA” 


A Vacation, Cruise and Southern Wear MUST! 
Use this for background, ledge and post displays. 


Distributed from Stock 


GARRISON-WAGNER COMPANY 


1629 LOCUST STREET ST. LOUIS, MO. 
Chicago Showroom, 326 W. Adams Street 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 

















DISPLAY WORLD 





Will give us some 


you kindly 
information about the use 


Question: 


of dye on worn, 


faded window display carpets ;—Blooming- 
ton, Ill. 

Answer: There are several rug dyes on 
the market, and when correctly used they 


The following sug- 
If a floor 
covering is worn and threadbare, don’t dye 
it; no amount of put the 
back on the rug or carpet, and dyeing 
changes the but the 
Ii the nap is faded, but 
condition, the rug should be dyed. The 
actual operation is very simple. Many 
playmen select a relatively light colored floor 


are entirely satisfactory. 
gestions should be borne in mind. 
dyeing will 
a rug 
remain. 


color, defects 


otherwise in good 


dis- 


covering for their windows and have it 
dved a slightly darker shade each time it 
needs it. Dyes can be obtained which need 
only the addition of hot water, being ap- 


When the job is 
turned on the rug 
with the 


plied with a scrub brush. 
finished an electric fan 
will help drying. Then a sweeper 
brush and beater action is used. 


Question: In the editorial on page 42 of 
the August issue you present the annual 
fps hers of the National Retail Dry Goods 


Association on average publicity expense. In 
this breakdown for 1940 the average amount 
set aside for display was 14 per cent of the 
total publicity budget. 
cent cover display staff salaries, display ex- 
penses, and mannequins ?—Lexington, Ky. 

Answer: The N. R. D. G. A. sales promo- 
tion department advises that “This total dis- 
play figure complete payroll 
and supplies such as mannequins, etc.” 


Does 


includes the 


Question: I have successfully made a 
model from clay and also cast a mould with 
plaster of Paris. How can I get a positive 
model from a negative without chipping off 
the mould, and is there any rubberized prep- 
aration that can be used as a mould and 
handled by myself ?—Niagara Falls, Canada. 
You can obtain the result you 
are seeking by using gelatine. Melt the glue 
or gelatine in boiling water with alum—pour 
over the model and let it harden. Then cast 
from the glue mould. 


Answer: 


Question: Kindly inform me to pre- 
serve pine tree branches to keep them from 
Would spraying them with 
?—Miami. 


how 


turning brown. 
paint be satisfactory 
It is very difficult to preserve the pine tree 
branches satisfactorily unless you have con- 
siderable technical experience in mixing the 
ingredients and know exactly how to go 
about the operation. The branches must be 
boiled in oil and salt with a dye 
after which they must dry a certain length of 
time and then be sprayed. It would be much 
cheaper and more convenient for you to pur- 
chase some of the very realistic pine sprays 
on the market today. The address of a firm 
handling such sprays has been sent you. 


solution, 





nap | 


this 14 per | 
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EFFECT OF LEATHER 


Price of Paper 


WITH 


aS ‘ See | 


A CLOPAY 
PRODUCT | 


Backgrounds---Covering--- Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.50 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of SS looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 


“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 








WINDOW 
DISPLAYS 
AGAINST 

FADING 


SUNFILTER SHADE CO. 


1063 South La Cienega Boulevard 


Los Angeles - - California 





NOW! NEW! 
CLEAR AS GLASS 
COLORLESS “‘SUNFILTER” SHADES 


EASY TO INSTALL 


Over 1,000 “Sunfilter" installations. Send 
for certified list of stores protected by 
genuine "Sunfilter." “Sunfilter" shades are 
opproved by the F.H.A. . . . Write today. 














Send for the 


“In 1891 






> AIR BRUSH 
CATALOG 


7 THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 





Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

| Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 

| Turntables 

Valances 

Wall Board 


OOOO OOO OOOOOOOO OO DOOD DOO O0O0OOOO OOO 0RRORRoODoRoDoOooooo0nr00N0 


JOO0O0OHoo! 


r 
L 


QOO00000 


igs 
() Window Lighting 


() Do you wish a copy of their catalogue? 
[] Do you plan to remodel your store soon? 
{]) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Se 2 SS SS SSS SS SSeS eS eS eee ee eee ee 
Firm 
Display Manager 


Street 


City 
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DECEMBER, 1916 
A meeting of Toledo displaymen was ad- 
dressed by L. A. Rogers, of Kline’s, Detroit, 
first vice-president of the International Asso- 
Men. 


ciation of Display 


E. M. McCartney resigned as display man- 
ager for Joseph Horne Company, Pittsburgh, 
to take a similar position with The Union 
Clothing Company, Columbus. 

J. Walter Johnson, Furniture 
Company, Portland, Ore., won a silver trophy 
for the best retail display in a local contest. 

Harry Bird, John Wanamaker’s, New 
York City, returned from a trip to Central 
America. 

W. F. Allert prac- 
titioner of Christian Science and planned to 
return to the display field. He had formerly 
been with R. H. Macy & Co., New York City. 


Powers 


closed his office as a 


The Chicago Display Manufacturers Asso- 
ciation held a luncheon at the Hotel Morri- 
son. 

G. R. 
a & 


Fletcher left the display staff of 
Hudson Company, Detroit, to become 
display manager of Kaiser-Blair Company, 
of the same city. 


Ferdinand Johnson became display man- 
ager for the Livingston Store, South Bend. 
He had been with the Union Shoe Company, 
also of South Bend. 


DECEMBER, 1931 


Leslie Janes, who had been display and 
arrangement director of 
buck & Co. for the past two years, was made 
acting advertising, display and 
rangement director for all retail stores. 


store Sears, Roe- 


store ar- 
The Hotel Sherman, Chicago, was selected 


as the site for the 1932 convention of the 


lL. As De MM. 

Richard Wallace resigned as display man- 
ager of Lord & Taylor, New York City, be- 
ing succeeded by Dana O’Clare, formerly of 
Gimbel Brothers and before that with Bliss 
Display Corporation. 

Kenneth Duncan was made display man- 
ager of E. W. Edwards & Son, Buffalo, to 
fill the vacancy created by the resignation of 


George R. Russell. Duncan had been first 
assistant in the department for several 
months. He was previously with J. N. 
Adam & Co., Buffalo. 

Ellsworth Bates, formerly display man- 


ager for Block & Kuhl, Peoria, took a simi- 
lar post with the Boston Store, Milwaukee, 
succeeding W. A. Gillies, resigned. 

An executive meeting of the Display In- 
stallation Association was held at the Hotel 
Tait, Philadelphia, at which President R. S. 
Rileigh, Wilkes-Barre, was the principal 
speaker. 

Clark M. Uhler, display manager for the 
Linn & Scruggs Dry Goods Company, Deca- 
tur. Ill., was electrocuted when he touched 


an electric fixture while bathing. 
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Adler-Jones Co. 


Back Cover 


Barron & Associates, J. E.. . Inside Front Cover 


Becker Sign Supply Co.................. 
Bransby & Hewitt, Inc. 
Brenan, L. M. 
Bulkley, Dunton & Co. 


Camden Artcraft Co. 
Capitol Displays 
Carstenite Sales 
Chicago Cardboard Co. 
Coy, Disbrow & Co. 


Detroit Showcase Co. 
Display Mannequin, Inc. 
Durable Displays, Inc. 


Eaton Bros. Corp. 
Excelsior Paper Specialties Co. 


Ferrill & Co., Harve 
Flame-Glo Co., Inc. 


Garrison-Wagner Co. 38, 39, 40, 41, 
Goodman Flexible Sleeve Form Co. 


Haida Displays, Inc., Victor 
Hansen Mfg. Co., A. L. 


International Register Co. 


Kaufman Studios, Ellen 
Korrect-Way Disp. Prod. 


Maharam Fabric Corp. 
Merkle-Korff Gear Co. 
Mileo, P. C. 

Mitten's Display Letters Co. 
Museo del! Desierto 


New Amsterdam Import & Supply Co 
Nu-Display Specialty Co. 
Nu-Way Fixture Factory 


Opportunity Exchange 
Paasche Airbrush Co. 


Redikut Letter Co. 
Reyburn Mfg. Co. 
RIP Studio 

Roehl, Virginia 


Schack Art. Flower Co. 

Sherman Paper Products Corp. 
Shoe Form Co. 

Silvestri Art Mfg. Co. 

Speedway Mfg. Co. 

Stensgaard & Associates, Inc., W. L. 
Sun Filter Shade Co. 


Thayer & Chandler 

Thomas Dye Products 
Transparent Shade Co. 
Traphagen School, The 


U. S. Treasury Dept. 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 
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voluntary 
pay-roll 
allotment 
plan | helps defend America today 


helps workers provide for the future 


helps build future buying power 





This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits . . . present and future. _ It is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
**hit-or-miss.”’ We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we’re a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 









Defense Savings Pay-Roll Allotment Plan 


How big does a company have to be? — From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look. Sending in 
the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 

Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow’s buying power for your prod- 
ucts 5 something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 


FREE -NO OBLIGATION 


Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 


Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 


Name 
Position 
ee since 


Address a 














Displays that Score Direct Hits 


cities, we urge you to write for date and place 


Successful displays that you, yourself, will be 
proud of are easy to build when you have 
the right decoratives. . . More punchy, more 
glamourous than ever before is the new Adler- 
Jones line for Spring 1942. . . Our salesmen 
will exhibit this line in the larger cities in every 
state on scheduled days during the next eight 


weeks. If you are located near one of these 


to inspect our outstanding array of ideas for 
your next promotions ... and if you are not 
regularly receiving our catalogs, send for the 
new Spring “Guide to Better Displays” now 
ready for mailing. Write The Adler-Jones Com- 


pany, 519 S. Wabash Ave., Chicago, Illinois. 








